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Here's how to set up 
your Apex Laundry 


TO EARN UP TO *22°° PER 
| SQUARE FOOT FROM ONE SALE! 
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@ This is the most effective and the most 
profitable way to demonstrate and sell Apex 
laundry appliances. You get the maximum 
profit from your floor space, but also you 
make one selling effort on a basis which may 
result in three big-ticket sales! 

Here’s all you do: group the Apex WASH+* 
A*MATIC, Dryer and FOLD*A*MATIC in 
a typical utility room arrangement. They 
require only 13 square feet of floor space, plus 
enough room for chairs to seat your prospects 
for comfortable viewing. Then, through a 
step-by-step demonstration of the entire auto- 
matic laundry procedure you can make the 
most forceful sales approach possible! 


What a profit-building opportunity! You start 
customers thinking in terms of owning not one 
—but all 3. This leads to more multiple sales 
with far less effort on your part. Remember, 
too, that new home buyers are top prospects 
for “package” sales, since major appliance 
purchases can be included in their mortgages. 


and to make your “Laundry Center” complete 


—"— ... NEW APEX 
> Spiral Dasher Washers 


ae oa You can sell both types 


of washer prospects by 

<—s including a beautiful new 

Spiral Dasher Washer in 

your “Center”. Its 10-lb. 

washing capacity, 22-gal. 

, a tub, exclusive Automatic 
Timer Control, 8-position 

< A Apex-Lovell Wringer 

plus the famous Apex 
Spiral Dasher makes any 
one of the 3 priced-right 





models the best washer 
a buy on the market today! 
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Only Apex dealers can feature a “Laundry Center” with the sales a i 


appeal of these Apex Hour-Saving appliances. And only Apex 
dealers can offer a complete line of cleaning, laundry, and dish- 
washing appliances with the features, quality, beauty and price 
advantages available through an Apex franchise. Concentrate on 
Apex—tThe Profit-Line. 


) ¢ , x THE APEX ELECTRICAL MANUFACTURING COMPANY + CLEVELAND 10, OHIO 
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The Cover... 


There are many ways to spend a 
vacation, but appliances play a part 
in almost all of them. In the typical 
suburban town, most of the activ- 
ities portrayed on our cover are a 
familiar part of the summer scene. 


Drawing by Syd Landi 


McGRAW-HILL PUBLISHING COMPANY, 
INC. 


James H. McGraw, Jr. 
President 


Curtis W. McGraw 
Vice-President and Treasurer 


Eugene Duffield 
Senior Vice-President 
Publications Division 


Nelson Bond 
Vice-President and 
Director of Advertising 


Joseph A. Gerardi 
Secretary 


J. E. Blackburn, Jr. 
Vice-President and 
Director of Circulation 


Publication Office, 99-129 North Broadway, 
Albany 1, N. Y. 


Editorial and Executive Offices 
330 W. 42nd St., New York 18, N. Y. 


Electrical Merchandising * August, 1949, Vol. 
81, No. 8. Published once a month. Price 
50 cents a copy. Allow at least ten days for 
change of address. Publication office, 99-129 
North Broadway, Albany, N. Y. All communi- 
cations about subscriptions should be addressed 
to J. E. Blackburn, Jr. (Vice-President for Cir- 
culation Operations). Subscription rates—United 
States and possessions: $2.00 a year, $3.00 for 
two years, $4.00 for three years. Canada 
$3.00 a year, $5.00 for two years, $6.00 for 
three years, payable in Canadian funds at par. 
Pan American countries $5.00 a year, $8.00 for 
two years, $10.00 for three years. All other 
countries $15.00 a year, $30.00 for three years. 
Entered as second-class matter August 22, 
1936, at Post Office, Albany, N. Y., under the 
Act of March 3, 1879. Printed in U. S. A. 
Cable address “McGraw-Hill, New York’. Mem- 
ber A.B.P. Member A.B.C. Copyright 1949 by 
McGraw-Hill Publishing Co., Inc., 330 West 42nd 
St., New York 18, N. Y. All Rights Reserved. 





INTERNATIONAL COVERAGE BY 


ELECTRICAL MERCHANDISING—AUGUST, 








/ 
micoaw nn C 









No. 8 


MERCHANDISING 


A McGRAW-HILL PUBLICATION 


H. W. MATEER, Publisher 


LAURENCE WRAY, Editor 


ROBERT W. ARMSTRONG, Managing Editor @ ANNA A. NOONE, Electrical Appliance N Editor @ 
MARGUERITE COOK, Director of Research @ CHRISTINE CHRISTY, Research Aeslabont ao JAMES BOLGER, 
Assistant Editor © WILLIAM HOFFMAN, JR., News Editor @ HARRY PHILLIPS, Art Director @ DEXTER KEEZER, 


Director Economics Dept. @ W. W. MacDONALD, Consulting Radio Editor @ T! 
Editor, 520 N. Michigan Ave. 11 @ MARTHA M. ALEXANDER, Editorial 


OM F. BLACKBURN, Chicago 
Assistant, Chicago @ CLOTILDE 


GRUNSKY TAYLOR, San Francisco, Editor, 68 Post St. @ HOWARD J. EMERSON, Associate Editor, Pacific 
States, 68 Post St., San Francisco @ AMASA B. WINDHAM, Southern Editor @ RUSSELL F. ANDERSON, Editor, 


World News. 


HARRY C. HAHN, Sales Manager 


A. W. BROWNELL, II, New York & New England @ R. A. WERTH, LOUIS W. ROMIGH, Chicago, 1] @ 
J. L. PHILLIPS, Cleveland, 15 @ F. P. COYLE, Philadelphia, 2 @ W. D. LANIER, Los Angeles, 14 @ RALPH 


MAULTSBY, Atlanta, 3 @ T. H. CARMODY, San Francisco, 4 @ J. H. ALLEN, Dallas. 


CONTENTS - AUGUST, 1949 


Why We Returned to Appliance Merchandising -By J. M. Stedman, as told to Robert W. Armstrong 
Pennsylvania Power & Light Co. has reversed the postwar utility trend. Here’s why. 


ees ni is Ge iiss se cicntcccicives cans 


Our west coast man has been badly shocked by the optimism at Fletcher's, Santa Maria, Calif. 


We Must Sell Selling as a Career..............-..0..0.000 00. 


James J. Nance, Hotpoint president, insists that we have never replaced the appliance salesman who 
went off to war. 


a Se I Ce i aos sins siiveicisenrecadeisccsiniancencismnideimecss 


Roger Yorgey sells water systems to Pennsylvania farmers, and follows with appliances. 


ee Fo Teint, 5 ee ee eee ge Seat ae ae outta a ee By Anna A. Noone 
Women have helped build the business of Billy Friend, Pompton Lakes, N. J. 


Now It’s Been Proved . . . lroners Can Be Sold ...................... By Howard J. Emerson 
San Diego’s lroner Demonstration Week shows how cooperation can work wonders. 


Te i Tn NN a a oreigedaataoa ae wins OR aloe By Clotilde G. Taylor 


Any appliance can be operated anywhere in the General Appliance Co. store, San Francisco, Calif. 


I te i se ea a ee eee .. By E. C. Edwards 


Chamberlain's, New Haven, Conn., attracted mass trade without losing its class reputation. 


Big Volume from Big Advertising Rs ac lg ue Ba Te By Tom F. Blackburn 


Five percent of Jack Boring’s gross goes for Kansas City newspaper advertising, and he’s cleaning up. 


CI IID sins vnc rca cctncecscnessnsasesvessnvsessentecvaress 


One Day Sale Cleans Out Consoles............... 


I SN a csc aa a dn par'a lw ake bv Wine be easin ome nena ae oe ewe By A. B. Windham 
Nearly every automatic washer prospect is sold by Helman-Humphries, West Palm Beach, Fla. 


......-By Laurence Wray 


1949 


37 


38 


4| 


42 


46 


48 


50 


51 


54 


59 


85 


107 


PAGE 


ELECTRICAL 








1 










4 
"Os aeat _Laurnidwnie | 


); MAKES NEWSE 


It's easier to SELL 
PROVED PERFORMANCE 




















\t’s easier to 
“Seu WESTINGHOUSE 


/ 






i een New Laundromat Model RL-I 
SELL LAUN / with QUALITY and FEATURES 
the PUBLIC knows and WANTS 


a 2 


AUGUST, 1949—ELECTRICAL MERCHANDISING i 








s 
ma e))) 4 
D> = 

























NOW...the LOWEST PRICE for PROVED PERFORMANCE 
in a FULLY AUTOMATIC WASHER is... 


Westinghouse _Laundwmnid 


In the fast-growing market of automatic washers, AT 21925 


Laundromat stands for the best. Intense promotion, 


running into millions of dollars, has sold the public Laundromat we offer proved performance coupled 
on the name Laundromat. But the machine, itself, has to the top name in the industry, p/us the hard-to-beat 
done the even bigger job of getting acceptance based combination of high quality and low price, wrapped 
on proved performance. In this newest Westinghouse up in a nice profit package! 


WESTINGHOUSE ELECTRIC CORPORATION * Appliance Division - Mansfield, Ohio 








NOW it goes DOUBLE 


The “Wash” Word is Laundromat. Your 
prospects can now choose from two 
models; the L-4 with Buoyant Power 
and Water Saver, or the new RL-1. 


OF COURSE, IT’S ELECTRIC! 
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Extreme Thermal Shock—far more severe than ever en- 
countered in actual service—has no effect upon the glass 
surface on the inside of a “ Permaglas” steel tank. Alternately 
pouring scalding water and ice water on the head from a 
Permaglas Water Heater is dramatic proof you can demon- 
Strate to your customers. 


You can DEMONSTRATE 


this built-in protection 
against tank rust ! 


The A. O. Smith Permaglas Water Heater is the first automatic 
water heater that you can actually demonstrate. 


The Thermal Shock Test, pictured at the left, is just one of the 
convincing tests that you can demonstrate to your customers. All 
you need are a few simple props: A glass-surfaced tank head 
(from the Dealer ‘Head and Mallet’? Demonstration Set), a 
kettle of boiling water, and a pitcher of ice water. This and other 
tests are positive,understandable proof that Permaglas Automatic 
Water Heaters will not crack or chip under use conditions. They 
are fully guaranteed by A. O. Smith. 


Permaglas Water Heaters have built-in protection against rust 
—engineered for long life—because glass cannot rust. 


Alert Dealers 
Display This Emblem 





The special tank of the Permaglas 
Automatic Water Heater is the No. 1 
reason that ““Permaglas” is first in com- 
pletely satisfactory hot-water conven- 
ience ... first in completely satisfied 
customers. 












“Permaglas” leads in style, too, with 
all controls enclosed... the handsome, 














A. ©. SMITH CORP. 
Dept. EM-849 
Water Heater Division 


Name 


Kankakee, Illinois Firm 


Tell us how we can make 
more money with “Perma- Street 
glas,” the water heater 
that can be demonstrated. 
No obligation. City 
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*Also quality zinc-lined Duraclad Electric Water Heaters 


sturdy pyramid base... all pipe con- 
nections at the rear. High Temperature 
Limit Control is standard equipment 
on electric models at no extra cost. 


It will pay you to know ALL about 
“Permaglas” and all about today’s great 
“Permaglas” profit opportunity. Send 
the coupon, now! 


U.S. PAT. OFF 


A SMITHway WATER HEATER* 


A. O. SMITH 
Corporation 


a 

| 

| 

! 

| Atlanta 3 « Boston 16 « Chicago 4 

| Clayton 5,Mo. ¢ Dallas 1 

| Denver * Detroit 2 * Houston 2 

| Los Angeles 14 * New York 17 

| Midland 5, Tex. « Philadelphia 5 
San Francisco 4 « Pittsburgh 19 

| San Diego! « Seattle! « Tulsa3 

| International Div.: Milwaukee 1 

| Licensee in Canada: 

| John Inglis Co., Ltd. 

| 

J 








Upright-round models . .. New Tuble-top 
models ...in sizes for all home needs 
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THE NATIONAL APPLIANCE AND RADIO PICTURE 


Reports of Business from ELECTRICAL MERCHANDISING’s Regional Editors 





AS everybody in 
the industry 
and nearly all con- 
sumers must cer- 
tainly know by 
now, there is no 
longer any such 
thing as a fixed 
price on television 
receivers. Price- 
cutting, which has 
been a_ standard 
but open-secret practice in the New 
York area since video’s introduc- 
tion, came out from under the rose 
on June 16—smelling like anything 
but a rose. Macy’s ran an ad offer- 
ing discounts on branded mer- 
chandise, some of which was spe- 
cifically mentioned as still in the 
original crates and much of which 
was indirectly admitted to be price- 
fixed. 

Jumping on the bandwagon, other 
firms ran similar ads, the latest of 
which, inserted by Times Square 
Stores, says, “Name your price on 
any famous make television and 
we'll try to meet it. We'll give dis- 
counts from 20 percent up to 70 
percent off.” A listing of several 
well-known names is followed with 
the announcement, “Some floor 
samples, some in sealed crates, all 
fully guaranteed.” 

And So What? The advertise- 
ments were tantamount to open de- 
fiance of the Fair Trade Laws (in 
New York the Feld-Crawford Act). 
At this writing there had been plenty 
of yelping and objecting by other 
dealers, manufacturers and distrib- 
utors, but no legal prosecution for 
violation. And it wasn’t likely that 
there would be any. Suddenly, al- 
most overnight, TV inventories had 
grown beyond all normal bounds 
and suppliers were concerned with 
only one problem—how to get rid 
of the sets on hand. 

The situation in Philadelphia was 
as bad, and different only in that no 
outstandingly large retailers had 
openly defied Fair Trade Laws in 
their advertising. One dealer told 
this reporter that he had run ads 
advertising Stromberg-Carlson and 
DuMont video sets at substantial re- 
ductions. He not only got no com- 
plaints from suppliers but also got 
no bites from consumers. “It’s no 
longer a question of how much off,” 
he said, “but a question of how 
much below your own cost you have 
to sell in order to move the stuff.” 

The Causes. Obvious reasons for 
the open violation of fixed prices 
were overflowing inventories and 
the exasperation of big outfits who 
couldn’t or wouldn't stoop to cutting 
price on the sly, but who no longer 
had the patience to watch little 
dealers steal sales from under them. 
But price-cutting itself, according 
to several informants, got its origi- 
nal and chief encouragement from 
two factors: (1) too many dealers 
and (2) the erection by manufac- 
turers of their own service and in- 
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stallation outfits which, by depriving 
the dealer of his historical duty and 
responsibility to the customer, re- 
duced him to the status of a broker. 
Listed as contributory causes were 
unwillingness on the part of dealers, 
grown soft during the lush years, to 
work for sales; and dealer fears that 
the rapid introduction of new models 
would make current inventory ob- 
solete. 

The Cure. Recommendations for 
a cure for price-cutting have varied 
from the naming of an industry 
czar to the withholding of a cer- 
tain percentage of dealers’ discounts 
for a period of a year, therefore 
making it impossible for them to cut 
prices and still pay their bills. 
Nearly all sources, however, agree 
that control must come from the 
top. “Dealers themselves,” said one 
distributor spokesman, “can’t do a 
damn thing to control price-cutting.” 

So far, at least, neither manufac- 
turers nor distributors have shown 
any disposition toward control. In 
fact some of them, according to 
dealers, are guilty of encouraging 
price-cutting through special deals 
and special discounts. 

The most workable solution, and 
the one least likely to be effected, 
say some industry members, is for 
manufacturers to (1) cut down on 
the number of dealers, (2) mean 
what they say when they list their 
prices, and (3) control production 
to avoid top-heavy inventories. Also 
recommended: manufacturers must 
get out of service and must sell TV 
sets, not with a paid-for warranty 
of one year, but with a free 90-day 
guarantee. 

How to Stay in Business. For 
dealers who have no desire to be 
squeezed out of business by a price 
war, there are two possible ways 
to sell television and live: (1) Make 
as many sales as possible on a 
time-payment basis and (2) sell in 
the home. Both types nearly al- 
ways get full price. 

June Sales. Despite the television 
furor in New York, reports from 
other sections of the East indicated 
more nearly normal _ conditions. 
Boston dealers saw an upturn in ap- 
pliance sales for two weeks in mid- 
June preceding the pre-holiday lull. 
Refrigerators did not sell as well as 
expected, but 11 days of hot weather 
boomed fan sales. Television sales 
nose-dived after June 15, followed 
by some price cutting. Electric 
ranges were reported to be holding 
up well under the stimulus of Boston 
Edison's free wiring program. 

Southern Massachusetts dealers 
were bolstering sales with increased 
advertising and sales forces. De- 
spite two weeks of hot weather the 
month compared favorably with 
May, according to informants. As 
in all of New England, unemploy- 
ment has forced or frightened many 
buyers out of the market. 

Hot Weather Slump. Rhode Is- 
land dealers reported June as carrier 
of the “usual hot weather slump.” 
Brightest spot in the sales picture 
were FM radios, which were mov- 
ing well because of WPJB-FM’s 
two-month advertising campaign. 
The campaign used pictures of over 
150 distributors and dealers in some 
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600 columns of advertising testify- 
ing to superiority of FM reception. 
The Providence Journal, campaign 
sponsor, turned over its lobby for 
display of FM sets. Sales of other 
items haven’t been too strong, al- 
though the Providence branch of 
Milhender Distributors conducted 
a campaign which sold more than 
1,000 Fresh’nd Aire Fanettes in less 
than a week. Hope for increasing 
sales in all lines was indicated by 
the action of many dealers in keep- 
ing their stores open during the 
evenings and sending their salesmen 
out on night calls. 

1949 versus 1948. One dealer 
from upstate New York reported 
that June refrigerator sales ran 39 
percent behind 1948, but radio sales 
were an amazing 13 percent ahead 
and ranges were up 26.9 percent. 
“The outlook for July and August 
is doubtful,” he said, “but we hope 
to make 1948 figures.” Another 
dealer from the same area reported 
a slight sales improvement in June 
as compared with May and par- 
ticularly mentioned an upturn in 
refrigerators. Price reductions were 
a help in moving console radios and 
increased demand stimulated sales 
of portables. This dealer cleared a 
wide variety of major appliances by 
cutting prices. He reported, how- 
ever, that consumers were confused 
by the wide variety of automatic 
washers on the market. A_ third 
New York State dealer blessed the 
hot weather for better refrigerator 
sales, although he was having dit- 
ficulty with a price-consious public 

End of an Era. By the end of 
June reports from all over the East 
indicated that the gravy train had 
come to a dead stop. Many sources 
predicted a rash of business failures 
during the remainder of the summer 
months as swelling inventories, price 
cuts, unemployment, public apathy. 
and just plain lack of cash infected 
business. It began to look, as manu 
facturers had predicted all along. 
that those dealers who wouldn't 
work wouldn’t eat. Write me a 
letter, 330 West 42nd St., N. Y. 18. 
N. Y., describing business conditions 
in your community. 





WO good EF 
specialty sell- | 
ing operators, one 


located in Athens, 
Ohio, and _ the 
other in Lima, are 
not beefing about 
lack of sales. To 
them it is like dig- 
ging _ potatoes. 
You dig what you 
want. 

To keep things going in the big 
cities of the Middle West these 
days a lot of newspaper space is 
being used. Extensive propositions 
are being offered built around one 
of these three themes: (1) Reduced 
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price models; (2) Long trade-ins 
(“Your old refrigerator may be 
worth up to as much as $75”); 
(3) Premiums. 

More Premiums. It is an axiom 
that before prices are lowered 
premiums are tried. Chicago papers 
have featured an interesting offer 
of three premiums free with the 
sale of an electric range, a $41.95 
mixer, a $20.95 toaster, a $14.95 
griddle, plus the range, a $397.80 
value for $279.95. 

Mandel Brothers in Chicago con- 
tinue to bang away with big-time 
space, offering broomstick vacuum 
cleaners for $54.96, a portable radio 
at $39.95 plus batteries. Fish’s fur- 
niture stores offer television with in- 
door antenna, magnifying glass and 
table for $169.95, reduced from 
$216.80. A Chicago newspaper is 
offering a thousand television sets 
as subscription premiums. The first 
fan space has made its appearance 
in Chicago newspapers, a G-E model 
at $16. Biggest space on refrigera- 
tor was an ad offering a 7 cu. ft. 
box at $129.95, with $20 down pay- 
ment, $2 weekly. 

Shot in the Arm. With Regula- 
tion W’s horns pulled in, the boys 
have gone to town on emphasizing 
the l6w down payment. It’s the 
needed shot in the arm that business 
required. An oddity is the fact that 
fancy ranges, fancy dishwashers and 
two-temperature refrigerators in the 
high price brackets seem to be 
better than their brothers in the 
lower figures. Apparently the upper 
classes have plenty of money, even 
if working folks don’t. 

Summer saw a cut price on tele- 
vision with a $50 allowance on any 
make or model of radio, phonograph 
or record player used as a trade-in. 
That's price cutting, in other words. 
Wieboldt’s department store offered 
a table television set for $269.95, $27 
down and 24 months to pay. 

Explanation of the wave of dis- 
count selling in television, by one 
expert, is the fact that he believes 
that summer is not a_ television 
season, the industry at last is be- 
ginning to find its bearings. With 
an excess of stock on hand, dealers 
are knocking down prices just as a 
grocer scribbles new price tags for 
bananas that do not move. With 
iall, this expert believes that the 
demand for television will balance 
the supply, and a lot of this will 
evaporate. 

Discount Activity a Purge. Never- 
theless, about Chicago there has 
been a steady continuance of dis- 
count selling since last fall. One 
of the local legends is that of a 
Chicago dealer who did $3 million 
worth of business last year and 
netted only $80,000. All of it at a 
discount. The veterans in the busi- 
ness believe that much of the price 
cutting epidemic can be considered 
as a purgative for the industry. 
A leading Chicago distributor de- 
clared that 85 big dealers were sell- 
ing at a discount, and if you saw 
a crowd in a store around Christ- 
mas it would indicate that discount 
selling was going on. The net re- 
sult of this concentration of buying 
is expected to cause a lot of dealers 
to go out of the appliance business 
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IN A CABINET OF DISTINCTION 





Through this luxurious RCA Victor 
instrument ... housed in a beautiful 
cabinet of 18th century design 

that’s a lovely addition to any home 

- your customers see their favorite 
football games on a screen nearly the 
size of a newspaper page. 

To preserve the authenticity of the 
traditional design, the screen can be 
lowered into the top of the cabinet 
when the set is not in use. 

The 9PC41, like all RCA Victor 
instruments, has fast turnover because 
it offers your customers highest possible 
quality at a fair price. Sell the entire 
RCA Victor line for more satisfied 
customers . . . greater profits! 
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~ 29) HAS THE “GOLDEN THROAT” 
ih 


RCA l1-10rR @* 


DIVISION OF RADIO CORPORATION OF AMERICA 
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ere’s why your profits 


re grearer win TIS 











Yigher qualiy and ouistending selling points of” 
AL RCA VI CTOR lnsTrumenis heep Tutnover high / 


Push the 9PCH/l for football / 





Your customers get a seat on the 50-yard SHARPEST BLACK - AND -WHITE 
line with this great 300-square-inch (15” x CONTRAST EVER IN 
20”) viewing screen . . . the biggest with PROJECTION TELEVISION— 


RCA Victor Eye Witness Television. Screen It's RCA Victor's all-silicate-face picture 





locks in vertical position for most advanta- tube that does it. And pictures are elec- 


geous television viewing. tronically locked in tune by RCA Victor's 


improved Eye Witness Picture Synchro- 


nizer. Glorious “Golden Throat” tone brings SPLENDID 18TH CENTURY 
the full excitement of the game right into TRADITIONAL CABINET— 
your customer's home. 
$$$ —— —_— —— The lovely cabinet of the 9PC41 portrays all 


the splendor of the 18th Century traditional 
design. The great 300-square-inch screen can 
be lowered into it when the set is not in use. 
Available in fine mahogany, rich walnut, or 


P ‘ modern blond finish. 
With Model 9PC41 you can offer your customers a remote 


control unit at no additional charge. This 3” x 4” unit. finished 
to match the cabinet, permits adjustment of the Contrast 
and Brilliance Control from the viewer's armchair. It has a 





25-foot extension cord. An impressive demonstration point ' ee: 
2 ONLY RCA VICTOR MAKES THE VICTROLA 

to help you sell! 
y “Victrola” —T. M. Reg. U. S. Pat. Off. 


j 


RCA VICGTOR—World Leader in Radio First in Recorded Must 
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ON NEW RANGES AND FOR MODERNIZATION 











Here are only a few of the many reasons why Exclusive Triangular cross-sec- 
CHROMALOX “Supreme” Units are first choice! {" *sures meximum flat con. 


tact cooking surface. 

CHROMALOX Units are scientifically de- 
signed for maximum contact heat and maximum 
radiant heat which make possible faster cooking 
speeds and utmost operating economy. The C) 

separately replaceable inner and outer coils, 
made with Inconel, are anchored by an exclu- 
sive method which permits free lateral expansion 
and contraction during heating and cooling ¢ Units in 1 for versatile heat 
cycles so that CHROMALOX Units stay flat ‘lection. Four separate cook. 


ing areas, from 444" to 8” in 
permanently. diameter fit all pans and pots. 


Individual coils ere separately 


CHROMALOX Adaptor Rings are superior too = ‘<plecesble. 
when it comes to fitting range-top openings. 
With a few Standard Units and a small 
supply of Adaptor Rings, you can quickly fit 
all electric ranges regardless of the diameter Cc 
of the top openings . . . you need only a screw- 
driver and pliers. 





























—WEETEUVELTETTTELT LET Free Lateral Expansion. Unit 
nes warp, stays flat os = 4 
or maximum contact with Cooke 
For the full story of the many ing utensil. 
superior points of construction 
and the many saleable features 
Chromalox “Supreme"’ Units 
give you—send your copy 
of Catalog RU-147, 


ChIROMALOK 


‘Loctuice Cooking ac tte. Beat-” 

















More Easily Cleaned. Unit lifts 
up end stays up, reflector pan 
comes out for thorough washing. 





Rc-33 
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$ EDWIN L. WIEGAND COMPANY ; 
¢ 1525 Thomas Boulevard, Pittsburgh 8, Pe. y 
ys Please send me my free copy of the new CHROMALOX RANGE UNIT ¢ 
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when they find it is not profitable. 
The discount seller freely admits 
that if you can get the volume you 
are all right. 

One discount operator told 
ELectric MERCHANDISING that if you 
wave an order for $10,000 of television 
under the nose of any distributor he 
will not get virtuous, and that margins 
are very elastic, the big buyers getting 
up to 40 percent off. 

A Little Slicing. Reason so many 
little dealers cut prices on television, 
it is explained, is the fact that to 
get into this business you have to 
tie up a lot of capital, and when 
Saturday night comes along and 
there’s a payroll to meet, the easiest 
way to get it is to do a little slicing. 
As long as manufacturer installa- 
tion and service continue, it makes 
no difference to the customer 
whether he buys from a hole in the 
wall or from a good dealer. 

This neighborhood price cutting 
activity on television hurts depart- 
ment store sales. All of them are 
hedged in by high cost operation. 
plus rigid rules of the store. Again 
they are becoming show windows 
for the business. 

One manufacturer who fought a 
famous battle in the 30’s with a 
drug store chain over Fair Trade 
Laws, states that maintaining price, 
like protecting trade mark patents, 
is up to the manufacturer. Legally, 
of course, the manufacturer cannot 
tell a distributor what he can do, 
but if the distributor does not play 
ball the chances are he will be on 
the outside looking in very soon. 

Get a “Mix”. M. F. Cotes of 
DuoTherm, in making a talk on this 
matter recently, spoke of a situation 
that should interest most dealers. 
He called the selection of merchan- 
dise a “mix.” He said that the dis- 
tributor, and incidentally the dealer, 
should have a mixture of short and 
long margin merchandise so that 
it would balance out and give a 
dealer a yield that was satisfactory. 

The popularity of the reduced 
down payment is apparent in almost 
every deal offered. Much of the 
success of time payment jewelers 
selling portable electric appliances 
is due to their 50¢ down and 50¢ 
a week angle. An _ Indianapolis 
jewelry store bought a lot of mixers 
recently, cleaned them out in less 
than a week’s time, all on the weekly 
payment basis. Chicago is starting 
on its second ventilating fan season 
and, with a few installation bugs 
rubbed out, expects to go over more 
heavily than last year. 

Old Customer Nights. Every- 
where the old user night or week 
is being dusted off. There’s noth- 
ing like contacting people who have 
traded with a store and have been 
satisfied. They will come in, dealers 
report, in reply to a special oppor- 
tunity. 

The classified columns of any 
city newspaper are a good place to 
find what the little people are do- 
ing. Take a peek and you will find 
that the “rental” method is being 
used to get sales on almost every 
kind of device. You can rent a tele- 
vision set, a washer, a refrigerator, 
a sewing machine. You can rent 
them new or reconditioned. Basic 
idea, of course, is to sort out pros- 
pects and sign them up eventually 
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on the dotted line for a new item. 
This sort of thing was absolutely 
unknown a year ago, but today’s 
dealer, with a large inventory, is 
probably finding this his most suc- 
cessful type of promotion. 


THE SOUTH 


By Amasa B, Windham 





N the final 

week of June, 
television came to 
Selma, Ala. Un- 
important as this 
may sound, it 
nevertheless is a 
statement of pro- 
found significance. 
Why? Well, other 
than the dubious 
honor of claiming 
this correspondent as a resident, 
Selma isn't very famous for any- 
thing. It is a small city lying a 
hundred miles southwest of Birm- 
ingham, in the geographical center 
of the Deep South and in the heart 
of the Alabama Black Belt. The 
significance lies in the fact that if 
television can come to Selma, it 
can go anywhere. 

When Birmingham opened up 
with two powerful stations in the 
dying days of June, the last of the 
nine great cities of the South was 
opened for the sale of video equip- 
ment. And as frequently predicted 
in this column, great was the result 
thereof. During test periods of the 
two stations, more than 1,000 sets 
were sold. R. P. McDavid, veteran 
RCA distributor at Birmingham, had a 
backlog of orders which would re- 
quire months to fill. Watts-New- 
some, Philco distributor, had a 
similar situation and other distribs 
were in the same boat. 

No Dearth of Sets. This month's 
report was begun on the television 
theme deliberately, since that was 
the best seller. As of June 1, and 
from reliable sources provided by 
observers in the South’s television 
cities, the Richmond area had 11,500 
sets in operation; Fort Worth-Dal- 
las, 10,000; Atlanta, 10,000; Louis- 
ville, 7,500; Memphis, Miami and 
Houston, 6,000 each, and New Or- 
leans, 5,000. Sets were selling in 
these cities at various clips, rang- 
ing from an average 1,250 per month 
n Atlanta and Miami to about 400 
per month in Memphis and Louis- 
ville. Birmingham, in its stride. 
should rank right up along with 
the leaders. 

For the first time, the business re- 
cession began to be felt throughout 
most southern areas in June. Nash- 
ville dealers, who sold almost 3,000 
major electrical appliances in May 
for an all-time record, reported a 
sharp drop in almost every line. 
Charlotte also reported a slackening 
in business. One big dealer there 
said, “Down here, it’s an unnatural 
recession but it had to come. Every 
story that comes out of the East 
talks about ‘recession’, ‘depression’ 
or ‘leveling off in business’. People 
here have as much money as ever 

(Continued on page 10) 
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EXCLUSIVE IMPROVEMENTS 


———7/ 





WW! 11 NEW INVENTIONS and 
=\ 


Y/ The newest, the most eagerly anticipated 


developments since Television was first introduced. Not only will 
you find these 20th Anniversary Motorola Television and Radio re- 
ceivers beautiful to look at . . . you'll agree that they’re the most 
“SELLABLE” sets you've seen in all your experience. Your Motorola 
distributor invites you to see the MOTOROLA “1950” SHOW! 


ODAY 
WRITE, WIRE OR TELEPHONE YOUR ReEtarerer™ T 
FOR LOCAL '““SHOWING'' DATES 


4545 AUGUSTA BLVD. CHICAGO 51, ILL. 
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Add 


_BEN-HUR 
LUE to 


Your Freezer 
Sales Foree 





Farm and Home Freezers 


OAT, a trail-blazing sales feature that 
- ealers are turning into bigger sales 

It's a traffic-stopper that gives you a chance to turn 
It's an eye- 





records every day! 
the casual shopper more easily into a proud freezer owner! 
catcher that wins admiration at first glance — and assures proud satisfac- 
tion in home color harmony even while the BEN-HUR Freezer goes on to 
pay for itself in food-saving and meal variety. 


Good Housekeeping 
<< ws 


45 aoveansstd 


BEN-HUR 12.5 Cubic Foot 
Model 2129 Other sizes 
9.2 and 18.45 Cubic Feet 





er is its own best “quota buster,” dealer 
franchises need not be based on rigid vol- 
ume demands. This means happier dealer 
relationships, highest results for your selling 
effort — in freezer sales, profits, and long- 
lasting customer satisfaction. 





BEN-HUR'S combination of design-beauty 


and engineered food-freezing perfection 
keeps Ben-Hur Dealer inventories low. And, 
because the feature-packed BEN-HUR Freez- 


Be SURE to check the BEN-HUR Dealership story today! 
Start now towards a banner BEN-HUR YEAR! 






QI en, sr ten mat 
TU ARUR ume 


HEALTHFUL LIVING THROUGH FROZEN FOODS 
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Dept. EM., 634 East Keefe Avenue, Milwaukee 12, Wis, 











but they read the papers and are be- 
coming afraid to buy what they 
want. Looks like we're talking our- 
selves into something.” 

Weather Hot, Sales Cold. Other 
dealers blamed the hot weather, 
now regularly in the high 90’s and 
called it a seasonal drop. Through 
years of experience, this corres- 
pondent has learned that the two 
cities which serve as a very accu- 
rate barometer of business in the 
South are Houston and Birming- 
ham. During June, business in 
these cities was still healthy but 
considerably under the 1948 figure. 
One of Houston’s big distributors 
tagged the decrease in selling as 
“seasonal” and declared the graph 
would not go up again until Sep- 
tember. 

Home freezers were selling again 
at a very satisfactory pace. Also in 
the higher brackets were air-con- 
ditioning equipment, water heaters 
and refrigerators. The big surprise 
was in ranges, which had begun to 
lag. Small appliances have not 
made the recovery expected of them 
and continue to sell at a pace far 
below 1948. 

Radio In Doldrums. Radio seemed 
to be having its worst spell since 
the end of the war. Television has 
caused many potential buyers to 
shove radio aside and there was a 
tendency in all areas to patch up 
old sets in an effort to make them 
work at least until curiosity about 
video is satisfied. Wise dealers 
worked hard to promote both 
mediums effectively, demonstrating 
that there was little connection be- 
tween the two and that television 
certainly could not replace radio. 

Among the dealers there seemed 
to be general satisfaction that the 
manufacturers had just about 
stopped cutting prices. Most south- 
ern retailers felt that these cuts 
should have been turned into wider 
margins for the dealer, as few of 
them had experienced trouble in 
selling appliances at last year’s 
prices. The cuts did spur business 
to some extent, as reduced prices 
always do, but they did not cause 
a great change in the buying habits 
of most Southerners, except to make 
them rather apprehensive that some- 
thing may be getting ready to hap- 
pen again as it did in 1933. 


THE FAR WEST 


By Clotilde G. Taylor 





HE Pacific 

Coast as a 
whole seems. to 
have bounced back 
pretty well from 
the shock of hav- 
ing a full supply 
of appliances and 
reports from indi- 
vidual firms which 
are doing a good 
job of promotional 
selling indicate that business is 
good, if not up to that of last year. 
But then, as one writer in Spokane 
says, 1948 was not a standard, it 
was a phenomenon. This general 
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condition holds 
Diego to Seattle. 

Rebound. The entire mountain 
states area, on the other hand, from 
Reno to Salt Lake, Butte, Boise and 
Spokane, appears to be only now 
stumbling out of the worst winter 
the appliance industry has had in a 
long time. On top of the flood of 
all kinds of appliances that came 
late in the fall, and the general con- 
sumer resistance on a declining 
price market, came the weather, 
which was the worst in the memory 
of some of the oldest inhabitants. 
Quite large communities in Mon- 
tana, Idaho, Utah, Nevada and 
eastern Washington were isolated 
for weeks at a time. These condi- 
tions seriously hurt the appliance 
business. 

As a consequence there has been 
a delay in the development of dealer 
sales organizations and promotional 
campaigns. In most cases in this 
area the appliance business got back 
on to its feet in May, but that seems 
as much due to consumer activity 
as to dealer sales promotion. Ap- 
pliance sales in Spokane’s Inland 
Empire for May were within one 
percent of the prewar six-year 
level for that month, But that is 
gross volume and does not take 
into consideration differences in 
margins and operating expenses. 
Dealers there feel that although 
lower prices of merchandise are de- 
sirable, increase in dealer margins 
should come first. 

Distributor Auctions Surplus. 
Spokane is still being shaken by a 
wave of price cutting and liquida- 
tion sales. One dealer is selling at 
from 10 to 15 percent above cost. 
A distributor rented a downtown 
store for a week, hired a professional 
auctioneer, and tried in this way to 
get rid of his surplus major appli- 
ances. This brought such a flood of 
dealer protests that he discontinued 
the deal. However, he has since 
moved the operation to Missoula, 
Mont., which has its own problems. 
Incidentally, there have been about 
as many distributors go out of busi- 
ness as dealers in this territory. 

Dealers Cooperate. One large 
firm from Yakima reports business 
good—in some lines even better 
than last year. Freezer promotions 
have stimulated sales in this line. 
Refrigerators were high in May. A 
group of normally competing dealers 
in Coeur d'Alene, Ida., have been 
using cooperative advertising on 
ranges, refrigerators and _ other 
major appliances and then tying-in 
with their own brand name ads, 
with excellent results. The dealer 
organization in Spokane would like 
to work a similar arrangement if 
they can get the newspaper to co- 
operate. 

From Albuquerque, N. M., comes 
the report of a group of dealers co- 
operating in the hiring of a home 
service girl to demonstrate ironers 
for all of them. Later she may 
take on the demonstration of 
ranges and other appliances. The 
power company here has no home 
service department. Santa Fe may 
hold a cooperative electrical show— 

(Continued on page 12) 
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Here’s the one completely automatic washer that has all the features 
demanded by housewives . . . plus “Suds-Miser”, the amazing saver of 
hot suds and water! WHIRLPOOL’S simplified design and ease of 
installation make it a dealer’s dream for profitable selling and service- 
free operation. In city after city, WHIRLPOOL has become the 
“pace-setter” for the automatic washer market. Backed by a complete 
line of the world’s finest conventional washers... ironers ... small 
washers .. . and a revolutionary automatic dryer soon to be released . . . 











WHIRLPOOL is the automatic to sell, not sell against! Write us 
today for full details and name of your WHIRLPOOL distributor. 





AUTOMATIC 


WASHER 
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HIRLPOOL =e 


These teatures make selling simple- keep customers enthusiastic 


EXCLUSIVE ‘“‘SUDS-MISER"’— Re-uses hot 


sudsy water again and again as women prefer. 


TIME-TESTED AGITATOR ACTION — 
Proved best for washing, best for clothes in 
30,000,000 American homes. 


NO BOLTING DOWN — Installs any place 
— simply, economically. Unique suspension 
absorbs vibration—assures quiet operation. 


SAVES SOAP, WATER ON PART LOADS 
— Has 9-lb. capacity, but will wash less in 
any amount of water desired. 


FULLY AUTOMATIC — YET FLEXIBLE — 
Does the whole laundry with a single dial 
setting. Can be stopped and re-started, or 
cycle can be changed any time. 


6) “SEVEN TIMES CLEAN” RINSING— Four 
pressure spray rinses, one 2-minute deep 
agitated rinse, two more pressure sprays re- 
move every trace of soap — leave clothes fresh. 


ELIMINATES PRE-SOAKING BOTHER — 
Unnecessary with WHIRLPOOL’S double- 
efficiency agitator action. However, flexible 
cycle permits pre-soaking. 


WAIST HIGH TOP-LOADING DOOR — 
No stooping or stretching. Spring-up finger- 
touch control door can be opened any time. 


BEAUTIFUL DESIGN— Smart counter-level 
cabinet harmonizes with modern kitchens. 
Finished in lifetime bonderized enamel, 
gleaming white, with chrome trim. 


BACKED BY A COMPLETE LINE—Of the 
world’s finest conventional washers, ironers, 
and dryers — and 50 years’ experience! 


NINETEEN HUNDRED CORPORATION sx. sosepxH michican, u.s. A. 


For 50 Years Manufacturers of the World's Finest Home Laundry Equipment 


IN CANADA: John Inglis, Ltd., Toronto, Ontario 





ELECTRICAL MERCHANDISING—AUGUST, 1949 


PAGE el] 











before 


YOU SELL 
ANY OIL HEATER 












See the treater that pays for Ltself/ 


PERFECTION’S “FLOOR-FLO” BLOWER™ 


Another Exclusive Sales Feature 
gO No other heater has a blower like this. 
Circulates warm air across the floor. It does 
a better job of floor heating. Gives better 
distribution of heated air. (*optional) 


PERFECTION s HEAT EXCHANGER 


llin 
9 Adva 
PERFECTION 3155 OIL HEATER ntage 


55,000 B. 1. U. (up to 6 rooms) 


UP the chimney, 





A COMPLETE LINE, 30,000 to 68,000 \ 


: . : AND AUTOMATIC CONTROLS tional) AND 
B.T.U.; low price to highest quality. go nana 


\ matic draft, AND clog-proof oil-line, AND direct con- 
A NET PRICE that allows YOU wider nection to outside tank, AND better looks . . . MORE 
margins because of Perfection’s direct- \ PLUS SELLING FEATURES THAN ANY OTHER LINE 


to-dealer policy. At suggested resale \ 
prices there’s about 44% for you, even 
on small orders. 

A PRICE GUARANTEE protects you 
against changes until September. 

A DATING PLAN that gets your heaters 
in any time, to become payable after 
the retail sales season starts. / 
A CLEAN DEAL that puts a// your profit / 
in the bank, with this trouble-free, l 


PERELCTION 


OIL HEATERS 


PERFECTION STOVE COMPANY * 7120-B Platt Ave. ¢ Cleveland 4, Ohio 


Manufacturers of Ranges « Cook Stoves ¢ Home Heaters 
Water Heaters « Winter Air-Conditioning Furnaces 


ATLANTA © CHICAGO © CLEVELAND © JERSEY CITY © KANSAS CITY © OAKLAND © ST. PAUL 


customer-satisfying line of value 
merchandise. 
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not yet decided. The power com- 
pany there is promoting ranges— 
offers dealers the opportunity of dis- 
playing appliances on the 
company floor. 

Video Coming. Television has 
been given a shot in the arm in 
the Salt Lake City region with the 
advent of a second TV station in 
June. Programs available are well 
received by set-owners. Utah Power 
& Light has a half hour show on 
the air, with home economist Evelyn 
Hansen giving cooking or appliance 
demonstrations, which have had a 
good response. A local TV station 
is promised for Phoenix, Ariz. by 
January first. One dealer is already 
selling on the basis of distance re- 
ception, which apparently is ex- 
ceptionally good in desert areas. 

LPG Inroads. A great increase 
in the use of LPG is reported from 
all parts of the West. It seems 
there is a surplus of supply of bot- 
tled gas, since wells can no longer 
be “fired” when they first come in, 
and the industry is seeking to build 
up its domestic market. The power 
company in the San Joaquin areca 
asks dealers to report to them when 
loss of a sale is threatened because 
the customer is not now served with 
electricity. They welcome the op- 
portunity to help make the sale. 

Carriers Pay. Survey questions 
on which replies were received by 
the IEEDA show that 81 percent 
of dealers would like repeal of ex- 
cise taxes on appliances and radio, 
while 97 percent favor continuation 
of Fair Trade Satisfactory 
adjustments are being obtained from 
carriers on damage claims. Indeed, 
it appears that many dealers in all 
types of goods now demand and 
receive adjustments from carriers 
for imperfections which quite ob 
viously are manufacturing defects 
rather than transit damage. Some 
dealers ask full invoice cost, rather 
than cash allowance to repair dam- 
aged article. Trouble with this situ- 
ation is that the transit company 
must recoup losses and hence at 
tempts to dispose of this merchan- 
dise—some have even considered 
opening special stores to sell at 
dealer cost. The IEEDA advocates 
acceptance of cash ahlowance and 
repair or sale of goods as “dam- 
aged,” advertising “reduced prices 
made possible by carriers’ settle- 
ment.” 


Closed Out, But Good. Closing 
out of one major appliance store in 
Arizona brought forth criticism of 
the method of liquidation from an 
experienced dealer, who points out 
that the cut-price sale which offered 
the public 10 percent savings not 
only cost the dealer that 10 percent, 
but left him with perhaps 15 per- 
cent of the merchandise at its close. 
which was really unsalable. Had 
some arrangement been made with 
the trade to accept the stock (either 
wholesaler or other dealers), it 
could probably have been disposed 
of at less than a 25 percent loss 
And the market would not have 
been wrecked for other stores sell- 
ing the same items. End 
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Brands that bring STORE TRAFFIC—and stop it long enough 
to buy—are the ones that women know best, like those 

listed below. Because more women buy Ladies’ Home Journal 
than any other magazine, more of them see Journal 
advertisements featuring well-known products. That’s how 


national advertising helps you ring up sales when you... 


> stock } PROMOTE } DISPLAY } ADVERTISE THESE FAMOUS BRANDS | 


ADVERTISED IN THE AUGUST, 1949, ISSUE OF LADIES’ HOME JOURNAL 
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DAVIS IRONING CORD 
FRIGIDAIRE REFRIGERATORS 
G-E REFRIGERATORS 
SUNBEAM IRONMASTER 












OFFER YOUR CUSTOMERS 
DELIVERED LIGHT Al 


GET WEW BUSINESS’ WITH SYLVANIA LAMPS 


THAT LAST 3 7ES AS LONG AS EVER BEFORE! 


i] 





These lamps last 242 years in the average retail 
store installation . . . giving more sales-building 
light than ever for no more in cost! 


High maintained light output means uniform light- 
ing for better seeing. Amazing long life (3 years 
in offices) and high light output mean low cost. 


- PURCHASING AGENTS WELCOME CHANCE TO 
SAVE 66% PERCENT ON LAMP EXPENSE! 


Extra life (3 years in 1-shift factory operations) 
means purchasing economies—and lower mainte- 
nance costs for relamping. 








Here’s your golden opportunity to 
sell new accounts! Nobody can 
resist installing these amazing 
Sylvania Fluorescent Lamps that 
have unprecedented Jong life with 
greater light output—a saving of 
6624 % on lamp expense. 

More and more lamp users want 
the maximum lumen hours of light 
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per dollar. That’s where these new 
Sylvania lamps come in —that’s 
where you as a Sylvania Distrib- 
utor come in! Sell the newest, the 
greatest fluorescent value of mod- 
ern times. Get big, new accounts 
with Triple-Life SYLVANIA 
FLUORESCENT LAMPS — the 
lamps that are unsurpassed! 





LOOK HOW LONG THEY LAST! 


Now you can offer your regular customers—and a whole 
raft of new customers — fluorescent lamps with a rated 
average life of 7500 hours—which is 71 times the life 
of an incandescent bulb. This means that, under average 
conditions, Sylvania lamps can be expected to last— 

2% years in stores 

3 years in offices and factories (one-shift operation) 

6 years in schools 

7 years in home kitchens and baths 


Furthermore, you can sell your customers a clean, 
bright lamp that is virtually free of discoloration up to 
5000 hours! Remember, you have a b-i-g edge over com- 
petition! Exclusive Sylvania chemical developments in 
the cathode and phosphor powders of these new lamps 
make them the finest lamps your customers can buy! 
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NOW. 200% 
MORE LIFE 
WITH 
SYLVANIA 
LAMPS — AT 
NO EXTRA 
COST 







For the same money that customers spent 
in 1947, they can now buy 200% more light! 
In early 1946, Sylvania had an exclusive 
published rating of about 50 lumens per 
watt at 1750 hours operation on a 3-hour 
cycle. These sensational new lamps deliver 
about the same lumens per watt at 3000 
hours of operation! 


That’s a sales talk nobody can resist. 
These improvements in lamp performance 
are the results of years of careful and con- 
tinuous research. They stem from new ma- 
terials that have been introduced, and 
from greatly improved chemical processing. 





TRIPLE-LIFE LAMPS ANNOUNCED 
IN SATURDAY EVENING POST 
AND BIG-CIRCULATION TRADE PAPERS 


We're breaking the news to your potential customers 
in hard-hitting national advertising that will boost 
business for you! 

As always, Sylvania spares no effort, time, or money 
to give you a superior product that practically sells it- 
self—and to plant strategic advertising that will flow 
new business to your door. 

Be sure you have full information about this impor- 
tant new stride in fluorescent illumination. Send con- 
venient coupon below! 


SYLA 
WLEC 


FLUORESCENT LAMPS, FIXTURES, WIRING DEVICES, SIGN TUBING; ELECTRIC LIGHT 
BULBS; PHOTOLAMPS; RADIO TUBES; CATHODE RAY TUBES; ELECTRONIC DEVICES 
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A 200% INCREASE IN 
O EXTRA COST / 


-11,000,000 field-tested for two years 
prove extra life of New Sylvania Lamps 


These developments are typical of Sylvania 
leadership in quality engineering. 

Yes, now you can sell your customers 
lamps that save them money three ways! 
First, on initial cost—they’re buying more 
light. Second, on maintenance — replace- 
ments are cut by two-thirds. Third, by 
better seeing, better working conditions, 
greater accuracy! 


This is the time to stock up ... this is the 
time to get new business from stores, of- 
fices, factories, and homes with Triple-Life 
Sylvania Fluorescent Lamps, proved to last 
3 times as long as ever before. 



























the “Dream Theme” 


becomes a “Team Scheme” 





when your CUSTOMERS 





read about SHIRLEY 


@ Husbands and wives get their heads 
together after reading about SHIRLEY in 
leading national magazines. And, they start 
to “do something” about remodeling their 
unhandy kitchens after getting their free 
copy of SHIRLEY’s colorful, 16-page “how 
to do it yourself” Kitchen Planning Booklet. 

Tie in your store with this national cam- 
paign... then they'll know you sell SHIRLEY! 
SHIRLEY CORPORATION + INDIANAPOLIS 2, INDIANA 


( "The valde tine” 
IN 
HURLEY sreet ettrcnens 
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WASHINGTON CURRENTS 


By Washington News Bureau, McGraw-Hill Publishing Co. 





VETS INSURANCE DIVIDEND TO BOOST BUSINESS 


About 15 million customers are going to begin getting government 
checks along about the Christmas shopping season, according to 
present plans. They’re the World War II veterans to whom the 
Veteran’s Administration is now preparing to distribute dividends 
due them from their GI insurance payments. 

Total estimated payment will run to perhaps $2.2 billion dollars— 
which figures out to about $150 per check. However, it’s expected 
that the vast majority of those eligible will receive considerably less 
than this average. Maximum payment of about $300 will go to 
veterans who've paid on their insurance for the full eight years it has 
been in effect. 

One thing is sure: the payments will give a welcome boost to retail 
buying. Almost all of the fund to be expended will be spent, and 
only an insignificant number of veterans will stash their checks away 
in bank accounts or other savings. 

The first payments are expected to go out in early December, but 
the last checks won’t be mailed before the end of March, 1950. While 
an immediate boost in retail trade can be safely predicted because 
of the distribution, government economists expect the impact of this 
new spending to be felt for as much as a year. 


FRB: GOOD RETAIL BUSINESS THROUGHOUT 1949 


People are buying more consumer durable goods than ever before 
in history, according to a recent Federal Reserve Board survey. In 
1948, almost 10 out of every 20 families was found to have bought 
a car or some other kind of consumer durable—and the total market 
for durables was estimated at more than 24 million customers. 

For 1949, the Board reported that consumers were looking ahead 
with about as much optimism as they had in 1948. When the FRB 
survey was made early this year, three consumers out of five expected 
prices to decline, but they weren’t expecting anything more than 
moderate decreases. | 

The survey showed that more consumers expected to buy autwo- 
mobiles this year than last—but that somewhat fewer consumers 
expected to buy other consumer durables. 

The big exception: television sets. Here, FRB found that about 
twice as many consumers expected to buy TV sets in 1949 as actually 
bought sets in 1948. 

Taking consumer durable goods as a whole, consumers indicated 
they were planning to buy this year almost as much as was actually 
purchased in 1948. 

The Board’s conclusions can be summarized as follows: 

1. Financial position of consumers—particularly consumers with 
incomes less than $4000 per year—continues to be strong. 

2. On the ether hand, more consumers are finding themselves 
without any savings or liquid assets—and this group is growing 
faster than the group of consumers who do have liquid assets. About 
70% of all consumers still have liquid assets in one form or another. 

3. Postwar, there has been a steady increase in the percentage 
of consumer durables bought on credit—and the Board expects this 
trend to continue throughout 1949. However, cash buying—out of 
earnings and savings—should continue to be greater in total volume 
than credit buying, the Board concludes. 


MORE SMALL BUSINESS TURNS TO RFC 


The Reconstruction Finance Corporation is finding 1949 a year 
of good business. Reason: with business sliding, many businesses 
mostly small—that can’t get a regular bank loan are turning to RFC. 
This government corporation was set up specifically to loan money to 
businesses when they can’t get it elsewhere. 

In the last three months for which figures are available, applica- 
tions to RFC for loans are 40% higher than the monthly average 
of 1948. The monthly rate of applications is more than 800 a 
month—and RFC is granting about three-fourths of these requests. 

Most of RFC’s customers are small—mainly because there are 
more small companies than large. About 90% of its loans are for 
less than $100,000; 65% are for $25,000 or less. Over the years, 
most numerous borrowers from RFC have been service organizations, 
retailers, and builders. 

Lately, however, the pattern has shifted somewhat. Textile manu- 
facturers, meat-packers, canners and bottlers have been coming to 
RFC in considerable numbers. Reason: these industries, for one 
reason or another, have been hit hard by the business slump, or they 
got caught in a period of falling prices. 

Just anybody can’t get an RFC loan, though. Congress wrote 
into the law that borrowers must put up prime collateral—first and 
chattel mortgages, receivables or warehouse receipts, for instance. 
This collateral requirement is one reason that RFC losses on this 
operation have been low—and a reason why RFC is still in the 

(Continued on page 18) 
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Great Product Line 


Teams with 


Outstanding Sales Helps 
to Produce Top Freezer 


Sales Results! 






Personal assurance and product familiar- 
ity —these are the magic keys which every 
day are opening up more new sales op- 
portunities for alert Norge retail freezer 
salesmen ... building bigger dealer 
profits as well! 


Moreover, he can explain how Norge 
freezers save from 25 to 50% on food bills 
—greatly reduce time, labor and trouble. 
A Norge serves up favorite dishes in or 
out of season — with all the delicious 
goodness sealed right in. 


Norge salesmen are racking up more 
freezer sales, because they are backed by 
the combined wallop of a great product 
line and outstanding sales helps, directed 
to dealers by Norge through its inde- 
pendent distributors. 





Trained salesmen know that preparing 
food for the freezer is far easier than 
canning ... that food bought in season, 
in quantity, is cheaper, tastier, more nu- 
tritious . . . and will be ready to serve 
instantly months later. 





Training literature takes away the guess 
work! Confidently the salesman can an- 
swer questions—can show the advantages 
of the HF-6 upright model, describing 
the 210-pound frozen food capacity and 
the refrigerated compartments. 





Freezing with a Norge also solves the 
leftover problem—the oversupply from 
garden or hunting trip. It offers the ad- 
vantages of convenient storage, removes 
the nuisance of shopping chores—brings 
more leisure into the home. 












In addition to the upright “6” Norge 
builds two chest-type models — HF-12 
holding 420 pounds of frozen food, and 
the HF-20, holding 700 pounds of frozen 
food. Both models are feature-packed. 





When it comes to taking the order the 
salesman can truthfully say that there is 
no more dependable, finer freezer made 
than Norge—can point to Norge’s 22- 
year service to American housewives. 


Refrigerators « Home Freezers e Gas Ranges « Electric Ranges « Home Laundry Equipment* 
Home Heaters « Electric Water Heaters « Water Coolers 


Value in Home Appliances 
BORG-WARNER QUALITY PRODUCTS 


Norge Division Borg-Warner Corporation, Detroit 26, Michigan 


. In Canada: Addison Industries, Ltd., Toronto, Canada 


ELECTRICAL MERCHANDISING—AUGUST, 


1949 


Here’s a great product line plus a smash 
merchandising program .. . attractive 
displays, newspaper ads, hard-hitting pro- 
motion kits—all sure-fire sales aids 
offered to dealers by Norge! 


NORGE 


BEFORE YOU BUY 
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Show customers what's inside electric 
water heaters—and watch Sepco outsell 
competition 2 to 1! 

For only Sepco has the famous HOT- 
CENTER CONVECTOR—and this big fea- 
ture alone is enough to influence any customer 
who applies logic to his water heater selection. 

This 4-foot heating unit extends the entire 
length of the tank directly through the center of 
the water. Heating is faster, more uniform. 
Heat loss is almost completely minimized. 
Liming of the tank and scale formation are re- 
duced. Water is heated continuously as it pro- 
gresses from the bottom inlet to the top out- 
let. You don’t have to be an engineer to recog- 
nize that this spells honest-to-goodness water 
heating efficiency! Add this exclusive Convector to 
the patented Sepco snap-action immersion thermo- 
stats plus the unique Sepco Helical Diffuserand you 
have a combination that is tops in the field today! 


...and don’t forget the 
SERVICE ANGLE 










Aa 
ot ted 
¥ \e As proved by actual dealer rec- 
4 “ - . 
b_— Tf ords Sepco heaters require a 
<> - minimum of service—and when 
~~ —_ = a .\ 


they do, the job can be handled 
quickly and inexpensively. It takes ONLY 
\o 12 MINUTES to replace the heating ele- 
ments and thermostats in a Sepco—and you 
don’t have to drain the tank to do it! 


Other Sepco features include dou- 
ble extra heavy tank tested for 
300 lb. pressure; heat trap; free 
flushing drain; relief valve outlet; 
magnesium rod tank protection; 
Fiberglas insulation and a gen- 
erous 10-YEAR WARRANTY. 


Member 
National 
Electrical 
Manufacturers 
Association 











BUILDS MORE SALES... 
MAKES YOUR SELLING EASIER | 


| 


oe 


| 


IMMERSED 
THERMOSTATS 
Immersed in water 
forinstant, positive 
reaction to tem- 





perature change. 


IMUUS FIRST NAME IN ELECTRIC WATER HEATERS 
.- - FOR OVER A THIRD OF A CENTURY 





GRADUAL 
MIX OF 
COLD 
WITH HOT 


Unique Helical 
Diffuser spirals 
incoming cold 
water to proper 
heating posi- 
tion. 


AUTOMATIC ELECTRIC HEATER COMPANY . /otislown, (a. 
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business of making these loans. In its 
17 years of operation, the corporation 
has earned $575 million over and above 
its operating expenses. 


GOVERNMENT WINS SUIT 
AGAINST EXCLUSIVE DEALING 


Many manufacturers in all lines of 
business are facing a new decision: 
whether or not to drop their exclusive 
dealing contracts with independent re- 
tailers—and set up agency arrangements 
instead, or open up their own stores. 

This is the result of an important 
decision handed down by the Supreme 
Court last month (June) in the anti- 
trust case against Standard Oil Co. of 
California. 

What the Court said, in effect, is this: 

Standard Oil’s exclusive contracts 
cover a substantial number of outlets 
and a substantial amount of products. 
Therefore, the substantial lessening of 
competition is an automatic result— 
and this is illegal under the Clayton Act. 

The Court said it didn’t have to decide 
a lot of other questions because they 
weren’t relevant. It doesn’t make any 
difference: 

That Standard’s share of the total 
business hasn’t increased under the con- 
tract arrangement. 

That Standard does not dominate the 
market. 

That the contracts may be of benefit 
to the dealer as well as Standard Oil. 

That the contracts were short-term. 

That competition may have thrived 
under the contracts. 

That competition may be lessened if 
Standard now sets up agency agree- 
ments or buys outright independent deal- 
ers with whom it now has exclusive- 
dealing contracts. 

It was another 5 to 4 split, but a sur- 
prising one. Frankfurter wrote the 
majority opinion, Jackson wrote a dis- 
sent concurred in by Chief Justice Vin- 
son and Burton, and Douglas—farthest 
left on the Court—wrote a particularly 
stinging criticism of the majority. 

Jackson, Vinson, and Burton, in their 
dissent agreed that the contracts cov- 
ered “a substantial number of outlets 
and a substantial amount of products 

.. ”. But this proof of quantity cov- 
erage doesn’t by any means prove what 
the government has to prove, in their 
opinion: that the contracts actually did 
lessen competition, or might do so. 

Douglas in his dissent bitterly sum- 
marized the failure of the anti-trust 
laws. “Big business has become bigger 
and bigger. Monopoly has flourished. 
Cartels have increased their hold on the 
nation. The trusts wax strong. There 
is less and less place for the inde- 
pendent.” Now the majority, said 
Douglas, by its decision promises to 
wipe out large segments of independent 
filling station operators. The oil com- 
panies will continue to compete, as they 
do now, he concluded, and will get an 
increasingly large share of both the 
wholesale and retail markets; but the 
small independent businessman will be 
supplanted by clerks. 


UNEMPLOYMENT STATISTICS 
—NOT TOO BLACK 


The rise in the number of jobless has 
set off a lot of economic wailing-at- 
the-wall, but a study of the figures 

(Continued on page 20) 
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from the World neato in portables... 








t's Loaded with Demonstrable 
Features—Extra Sensitive and 
Packed with Power..{t's HOT! 





Zenith Universal{“sPOP-OPEN ’’ Portable 


The neatest trick in radio. Just press the “‘Pop- 
Open” Button, and everything happens at once. 
The doors open!—the Wavemagnet pops up!—the 
set starts playing! Plays anywhere, with powerful 
volume and glorious full tone. Operates on battery, 
AC or DC. Handsome aluminum rein- 7 
forced cabinet in two tone grey-beige. $5970 
Less Batteries 


ZENITH HAS THE GREAT VALUES... 


ZENITH RADIO CORPORATION 
6001 West Dickens Avenue, Chicago 39, Illinois 
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Cres the Wl portable line. 


ENITH 


WITH PERFORMANCE 
THAT MAKES SALES! 


For sensitivity, for looks, for quality and value— 
you've never seen anything to compare with these 
sensational Zenith? portables. They're star-studded 
with sales-closing features you can demonstrate— 
features that only Zenith, world’s foremost maker 
of portable radios, could bring you. They're just 
what you need to send your portable sales and 
profits soaring this summer! 


PACKED WITH SALES FEATURES... ZENITH 


‘Tip-Top Holiday” 


with Tip-Top’’ Dial and Wavemagnet 


Swing the lid up—there’s the giant dial, actually 
above the set, its black numerals and “‘glowing”’ red 
pointer giving tip-top tuning ease. Biggest dial ever 
in a portable! Wavemagnett inside lid also tips up, 
away from signal-killing metal parts. Doubles the 
sensitivity of this powerful radio . . . on battery, 
AC or DC. 

Instant automatic operation! Open lid, the set’s 
playing. Close lid, it’s off. Special ‘‘Outdoor’’ Tone 
Circuit plus Alnico 5 speaker assures amazing vol- 
ume and tone quality, even in wide open spaces. 
Stunning new rugged cabinet in gleaming ebony 


or two tone blue-grey plastic. $ 95° 
Durable ‘‘Flexo-Grip’”’ handle. 39 . 


Less Batteries 























America’s Favorite Personal Portable 


"Zenette BY ZENITH 


Truly the ultimate in personal radios. Tiny and 
exquisite as a jewel, yet big in performance and 
richness of tone. Open the lid, the set’s playing. 
Close the lid, it’s off. Built-in Wavemagnet for 
better reception anywhere. Plays on battery, AC 


or DC. Choice of maroon, $4245" 


black, or white plastic case. 
Less Batteries 


The “Powerhouse” of Portables 
THE ZENITH “Trans-Oceanic”’ 


Here’s the portable that out-performs any other 
ever known. It’s super-powered to bring in Stand- 
ard Broadcast coast to coast, plus international 
Short Wave on 5 separate bands. Plays where 
other portables fail—in boats, trains, planes. 
“Tropic-Treated”’ for protection against humid- 
ity, radio’s deadliest enemy. Works on battery, 


AC or DC. Sleek, mod- $12.440° 


ern luggage styling. 
Less Batteries 


LONG DISTANCES RADIO 
and TELEVISION 


1949 








*Suggested retail price. 
West Coast prices slightly higher. 
Prices subject to change without notice. 
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Now... Buitp Bic REPLACEMENT PROFITS 


PAGE 


For Faster, 
Lower-Cost Cooking 


For Quick, Easy Cleaning, 
Even When Hot 


eeeee 






with these Easy-To-Demonstrate Features! 


Yes, TK Monotubes* are the answer for 
bigger, more profitable replacement sales of 
electric range cooking units. Monotubes alone 
have exclusive “swivel-action”—Mrs. House- 
wife can see at a glance why these wonderfully 
efficient Monotube Units give her old range 
“new range performance” at low cost. A twist 
of the wrist demonstrates swivel-action—and 
you can easily point to the flat coil that permits 
a bigger utensil-contact area for faster heating, 
lower cost cooking. 


THE RANGES YOU STOCK SELL EASIER WHEN 
EQUIPPED WITH MONOTUBES 


The same easy-to-demonstrate features that make 
Monotubes your best replacement bet also help stimu- 
late new range sales. More and more manufacturers 
are standardizing on this better cooking unit—insisi 
that the ranges you stock are equipped with Monotubes! 


Registered Trade Mark 


20 


A complete merchandising package—the 
Monopack—enables you to capitalize on the 
big replacement demand easily and with min- 
imum inventory. The Monopack has every- 
thing you need to start—a selection of com- 
monly used Monotube sizes, counter display, 
selling helps and complete instructions for 
adaptation to any range. Write your distributor 
today about the Monopack—get all the details 
on the big profit opportunities in Monotube 
Replacement Unit business! 







This Catalog Makes 
Replacement Easy 


Gives you complete infor- 
mation on adapting Mono- 
tubesto practically every 
electric range, old or 
new. Writetodayfor / 
your free copy. 


with, Venciubes- 


THEY STAND ALONE! 
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brings out some brighter aspects. In 
| spite of unemployment rising from 1,- 

761,000 in May, 1948, to 3,289,000 in 
| May last, employment also is up—from 
58,660,000 for May, 1948, to 58,694,- 
000 for last May. 

The drop is in manufacturing, while 
increased employment comes from sea- 
| sonal upturn in farm labor. 

Another bearish factor: people out 
of work from 15 to 26 weeks last 
month totaled 486,000—but a year 
| ago it was only 265,000. However, 

when you figure those as a percentage 

of total jobless for their respective 
| periods, you come up with 14.8% out 
for 15-26 weeks this year, against 15% 
for last year. 

The same applies to growth in num- 
ber of under-employed—those who 
work 14 hours a week or less. 


AID TO SETTING UP 
SMALL BUSINESS 


The Department of Commerce has 
just issued a pamphlet designed to 
provide a better source of informa- 
tion for the thousands of small busi- 
nessmen who undertake new enter- 
prises each year. The booklet, 
“Financial Considerations in the Es- 
tablishment of a New Small Busi- 
ness,” discusses importance of having 
enough equity or risk capital in the 
business to assure stability and to pro- 
vide a basis for borrowing from one 
or more of the sources of loan capital. 

Also emphasized is importance of 
managing the capital accounts in order 
to maintain a good balance between 
fixed and working capital. Several of 
the sources of capital most frequently 
available to small business also are 
discussed. 

The pamphlet also is of value to 
those who have undertaken new busi- 
nesses and to professional counselors. 
With two other Commerce Dept. pub- 
lications, “The Small Businessman and 
his Financial Statements,” and “The 
Small Businessman and his Bank’— 
this booklet rounds out a_ valuable 
series of the more important principles 
of financial management. It may be ob- 
tained from the Superintendent of 





Documents, Government Printing 
| Office, Wash. 25, D.C. Cost 15 cents. 
End 
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“IT’S REALLY TELEVISION, DISGUISED 
AS AN ANTIQUE.” 
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The NEW PAK-A-WAY 


“hae FREEZER BIN 


= MODEL 350 


3.5 CU. FT. CAPACITY 


Fe 3 = ps ¢ 
MODEL 1500 a 


15.07 CU. FT. CAPACITY 


a - ' <= tial , 


MODEL 800 


8 CU. FT. CAPACITY 


fe 
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MODEL 2100 


21.33 CU. FT. CAPACITY 





Priced, Styled & Designed 


to Make Them SELL! 


Here’s the Schaefer Pak-A-Way line! Every- 
thing you want or have wanted in a home 
freezer, with many exclusive features. But best 
of all, the Pak-A-Way line is priced to sell. 
Size for size, they lead the field in value. 

The new Pak-A-Way Freezer Bin,exclusive 
with Schaefer, is a space saver that will enable 
you to sell many customers who could not 
heretofore find room for a freezer. 

Investigate the Pak-A-Way line. Then com- 
pare it with any other. 


LOOK AT THESE FEATURES 


* Automatic alarm bell * Interior lights 
* Fingertip, automatic latch with built in 
lock * Counterbalanced doors * Improved 
hardware * Sealed-in, space saving insulation 
* Removable shelves and dividers * Remov- 
able food storage baskets * Ice cube maker 
(optional) * Accessible temperature control 
* Recessed toe space * Baked Dulux enamel 
finish * Extra coiling for faster freezing 
* Hermetically sealed refrigeration unit * 5 
year warranty on unit * 5 year food spoilage 
protection warranty. 


MADE BY 








Manufacturers of Schaefer Ice Cream Cabinets, Clearview 
Ice Cream and Frozen Food Merchandising-Display Cabinets, 
Pak-A-Way Home and Farm Freezers. 
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your cus- 


You know it’s easier to sell what 
her want 


tomer wants than it is to make 
what you have to sell! That’s why Crosley 
found out what women want in an electric 
range before this new, complete line of 
Crosley electric ranges Was introduced. 
Through careful scientific research we 
discovered that a lot of women want the 
divided top—but at least as many want the 
cluster top- With Crosley, you give them 
their choice. 
Sell What Women Want 
Great numbers of women want only one 
oven—but almost a5 many want two ovens 
So, with Crosley, you meet both prefer- 
ences, and with a choice of prices in ot 
one-oven and two-oven mo 
It's the same with deep well cookers, 
with automatic controls, with de luxe con- 


venience and “dress-up features In the 


AUGUST, 





Crosley line of electric ranges you have @ 
wide selection among combinations of fea- 


of any customer. And you have 4 line of 
ranges that for beauty of design, sound- 
ness of engineering and construction, and 
all-round, easily recognized value are right 
up at the head of the class 


Make More Money with Crosley 


There’s no reason to pass up, sales and prof- 
its just because your present line of ranges 
meets the requirements of only a part of the 
market. Sell Crosley—the Electric Range 
with Beauty and Brains—and put yourself 
in position to sell every woman what she 
especially wants in a range: That’s the way 
to quicker range sales and more of them! 
So, get all the details about Crosley 
electric ranges and other Crosley better 


products for happier living right away: 
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You'll find that not only 


but Crosley policies as W 
do more bus 


Contact your near 
Or write: 


to help you 
more money. 
distributor now. 


Crosley Division 


Aveo Manufacturing 





Crosley products 


ell, are designed 
iness and make 
est Crosley 


1329 Arlington Street 


. Cincinnati 25, 
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Kitchen Freezers 
Phonographs 
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ELECTRIC WATER HEATERS 


‘ “Saat SELL! 


Naturally, a consumer needs to be convinced of value. That's why a 
D. W. Whitehead Automatic Electric Water Heater is your best salesman. 
Its many up-to-the-minute advantages insure hot-water economy and 
trouble-free service. Promote the fast-moving DWW line and you have a 
model and size that meets the requirements of every prospect—and turns 
each one into a customer! 

These much-wanted DWW features give you all the talking points you 
need: Advanced design * Precision engineering * Gleaming enameled casing * 
Table top models for extra work space, upright models to conserve floor space * Adijust- 
able thermostats * Extra-thick Fiberglas insulation * Underwriters’ approved heavy 
wiring * Double extra-heavy galvanized copper-bearing steel or pure copper tanks * 
Heat trap to prevent back circulation in piping * Heavy legs for sturdy support * Inlet 
ond drain located to offer installation convenience * Cathodic protection by magnesium 
rod * Easily removable port hole cover * Chromalox immersion heating unit * Exclu- 
sive baffle to prevent mixing of hot and cold water. 


LIBERAL 10-YEAR GUARANTEES ON COPPER AND 
EXTRA-HEAVY COPPER-BEARING GALVANIZED STEEL 
TANKS WHEN ORDERED WITH CATHODIC PROTECTION. ais 






































How 


READY FOR DELIVERY... 
THE AUTOMATIC 





















































Pa Water Heater 


Lots of hot water! 
‘Economy! Efficiency! 











NATIONALLY ADVERTISED 
WRITE FOR FREE 

COMPLETE MAT SERVICE 

AND DEALER HELP LITERATURE! 








D. W. WHITEHEAD MANUFACTURING CORP., 607 WEST INGHAM AVENUE, TRENTON 8, N. J. 
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How to add § and 2 
...and come up with 4 


SELLS “EM MORE 


OU’RE set up to se// up when you use the 

G-E 4-2-1 plan! By displaying a combination 
of (4) a big pile of 4-Lamp Packages, (2) some 
2-lamp sleeves, and (1) some bare bulbs, you’ve 
got the hottest sales booster in the business— 
and it’s exclusive with General Electric! 


It sells up customers who come in to buy just 
one bulb. Some will buy the 2-lamp sleeve, but 
most Customers won’t stop at one or two with a 
heap of those new G-E 4-Lamp Packages sock- 
ing ’em in the eye! 


Customers go for that 4-Lamp Package! It’s 
bright and appealing—easy to buy, easy to carry, 
easy to use. And it’s featured constantly in G.E’s 
national magazine and radio advertising. In 
store after store, it’s boosting G-E lamp sales 
50—100—200%! 





Start using General Elec- 
tric’s 4-2-1 plan right now 
—with a big heap of 4-Lamp 
Packages, plus some 2-lamp 
sleeves and single bulbs. 
Remember, G-E lamps are 
overwhelmingly preferred 
over any other make of 


lamp bulb. 





LAMPS 























ey GE LAMPS ’ 


Keep Speres on Hand 


a By devoting most of your dis- 

/ play to the 4-Lamp Package, ] al "G85 
you sell up most of your : Ce 
customers — get ‘em to buy 4 rigs 
G-E lamps instead of 1 or 2! —- lta 


Otmewas 
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Some customers will 
step up their purchase 
to two bulbs when they 
see these handy 2-lamp 
sleeves. 


} ys 
im 96, 
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Bare bulbs here attract atten- 
tion to your bulb counter— 
make it easy for the one- 
bulb customer to buy. 


se 3 ei é e/ 
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| IT PAYS YOU TO 


G-E Lamps sell on sight! ::..-- 


GENERAL @@ ELECTRIC 
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ET UP” 













I DREAD THE 
THOUGHT OF STANDING 
OVER A HOT STOVE 
IN SUMMER! 













so por! yer r've HEARD 
THAT AN ELECTRIC RANGE 
KEEPS THE KITCHEN COOLER. ) 
I WONDER IF IT REALLY 





the Cool 
way to Cook 


| 
vot Neale 


4 
ELECTRIC 
RANGE 





HOUSEWIVES GET “H 


WHATS THE TRICK? 
A STOVE CAN‘T 







YOUR. WINDOW DISPLAY SAYS AN 
ELECTRIC RANGE KEEPS THE 
KITCHEN COOL. HOW CAN THAT BES 


LETS 6O 
IN AND FINP 















JUST, STEP OVER HERE AND 

YOULL SEE FOR YOURSELF 
THAT THE COOL WAY TO 
COOK HOT MEALS IS WITH 
AN ELECTRIC RANGE 




































IN COOKING ELECTRICALLY YOU USE A DIRECTED 
FORCE INSTEAD OF A FLAME. THAT MEANS 
THE FAST HEAT OF ELECTRICITY IS 
DIRECTED TO THE COOKING OF FOODS, 
ANP CONSEQUENTLY, THE KITCHEN + 
STAYS COOLER. 








YOU MEAN 17'S 
FAST AND COOL, 100 





































I'M GLAD YOU MENTIONED THAT. MOST PEOPLE 
g JUST NATURALLY ASSUME A 
Zi REFRIGERATOR IS WELL INSULATED, 





{ BUT NEVER GIVE ASECOND THOUGHT ag f 
TO INSULATION IN A RANGE, 1 
HOWEVER, THE ELECTRIC > 
RANGE HAS AN OVEN THAT'S Bay \. 


INSULATED ALL THE WAY 





I SUPPOSE THAT 
DOES HELP TO KEEP 
THE KITCHEN 
COOLER 








‘ 


YOU CAN HOLD YoUR HAND over. / © 
A COVERED UTENSIL WHILE 
| COOKING FOOD ON A 
me SURFACE UNIT 525— wi 
a \ 
@@® 


EVEN WITH THIS RANGE OVEN AT 
HIGH HEAT, YOU CAN PUT YOUR. 
HAND ON THE COOKING TOP AND WSS 
IT FEELS COOLTO THE TOUCH. \)* dm 








BUT WHAT ABOUT a 
ae THE PRICE OF 2 
2 AN ELECTRIC 
; RANGE # 























When cooking is cool—of course, it’s electric! That's why... 


another million American families switched to electric cooking last year! 


__ ELECTRIC RANGE SECTION 
National Electrical Manufacturers Association 
155 East 44th Street, New York 17, N.’ 
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| about GOOL, COOKING} simi 
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YOU SEE, THE UTENSIL 
MAKES ACTUAL CONTACT 
WITH THE HEATING UNIT. 


THE HEAT GOES DIRECTLY \ 
INTO THE COOKING UTENSIL, , / I'M BEGINNING 
*% 

































WHERE ITS WANTED. BUT TO GET THE 
THATS ONLY ONE REASON IDEA 
FOR KITCHEN COOLNESS WITH 
AN ELECTRIC RANGE... 
/f 
OH, YES...AN ELECTRIC RANGE IS SIMPLE THAT'S ANOTHER ADVANTAGE THAT ALSO, THERE'S NO FLAME IN AN ELECTRIC OVEN, AND 








TO USE. ITS ECONOMICAL, ITS CLEAN, SAFE, /MEANS KITCHEN COOLNESS...THE DEEP-| | SINCE NO AIR IS NEEDED FOR COMBUSTION, IT CAN BE 
COOL...ANP THERE'S NOTHING FASTER <<, WELL COOKER. IN HOT WEATHER IT LETS | | HEAVILY INSULATED ON ALL SIX SIDES. THIS KEEPS 
= THAN ELECTRICITY FOR COOKING FOODS JA YOU COOK “ONE POT” MEALS...MEATS, | | THE HEAT INSIDE. THE COOL WAY TO COOK HOT 
VEGETABLES, EVEN DESSERTS...ALL MEALS IS WITH AN \reze 
THE IDEA OF ITS BEING 
r 
. COOL IS INTERESTING seiner nsoncinpsin ELECTRIC RANGE 
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WHAT'S THAT a = 
THING FORZ Y 
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I SEE...ITS SORT 
OF LIKE AN ELECTRIC 
REFRIGERATOR. 
IN REVERSE... KEEPS 
THE HEAT IN, INSTEAD 
OF THE COLD 

















INTERESTING 
WAY TO PUT IT. 
te 





























| Oe a 





TWO SALES LATER I'VE REALLY WANTED ONE OF 




























































h | THESE FOR YEARS...AND IT'S 6 
~ By I WOULONT HAVE BELIEVED My sonata sgpththenes isin HOW one 
MPP’ KITCHEN COULD STAY SO COOL... > WHEN, SALESy, 
} AND IT'S DUE TO MY ELECTRIC i EWpuge’ TEMPER. MADE SAle 
)) gy > IS Wing 5 WAY To en's Cr 
: “AUro, INTO Ty 
yaic nn RE 
— 
ae 5 MODE i RECT 
ft Co, CON VEN 
/ | / Uy MPHAS) > 
ADMIRAL - COOLERATOR - CROSLEY - FRIGIDAIRE Mid | OF RE Arn » THE 
GENERAL ELECTRIC - GIBSON ~- HOTPOINT YA Ix Y THE mad INTER EC 
“KELVINATOR - LEDO + MONARCH - NORGE ; SS tly Sor ms C RANGE | 
QUALITY - UNIVERSAL + WESTINGHOUSE , ‘ SELE/ 
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SY COVERS THe 
SHER FRONT! 


Capture 3 out of 4 washer prospects 
with EASY’S two big winners! 


ad 





F all the women who buy 

washers this week, 3 out of 
4 will choose either a Spindrier 
or a wringer. Knowing this, you 
can clinch most sales in one of 
two Easy steps: 








STEP 1: Demonstrate the new 
Easy Spindrier. Show ’em the ex- 
citing new 3-minute Automatic 
Spin-Rinse. But be sure to stress 
the famous Spiralator action, the 
automatic overload switch, the 
quality Easy-namel finish and the 
silent-power, lifetime-lubricated 
gear case. Then if she says, “I'd 
like it, but I was brought up on 
a wringer,” try: 

STEP 2: “Lady, this new Easy 
Wringer Washer has the same 
time-tested Spiralator action and 
other Easy quality features of the 
Spindrier — including the over- 
load switch that prevents burned- 
out fuses, motor!” Close the sale 
with a dramatic demonstration of 





the big value Easy wringer. 

The two help sell each other 
and together they'll help you sell 
more washers in less selling time! 
Easy Washing Machine Corpora- 
tion, Syracuse 1. New York. 











EXCLUSIVE 


Spiralator Washing Action 


EXCLUSIVE 
Spiralator Washing Action 
Automatic Overload Switch 
Easy-namel Finish 
Silent-Power Gear-Case 









3-Min. Automatic Spin-Rinse 
Built-in Water Filter 
| Handy Swing Faucets 












Every day 


iN} M 
more women Say — It's for me 
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first 


with a heavy-duty mixer 


to sell for 29° 









Gilbert opens up a whole new middle-income market Rie... 
for you with this full-sized mixer at a pint-sized price! The © 
powerful Gilbert B-28 Food Mixer operates on 16 different \ \ 
speeds ... beats, mixes, stirs, mashes, whips, creams Neve 


and jvices—the easy way! Juicer attachment, 2 bowls, and 
recipe book included. It's the lowest price in years 


for a big, all-purpose mixer! | q a 
the Gilbert FOOD MIXER 


first 


with a portable mixer 


with twin nylon 


You know the big market for portable mixers—young brides, busy 





housewives, any cook who doesn't need a big, heavy-duty mixer. Now Gilbert or 
brings you a portable mixer, with powerful twin beaters of DuPont 
nylon, that beats, mixes, stirs, mashes, whips and creams. They're the first 


absolutely safe, completely unbreakable beaters ever made. Strong and = Medel 8 156 





flexible—can't hurt fingers, won't bend spoons or utensils. It’s 


the safest, handiest, fastest mixer ever made 


the Gilbert 09/3 beater 
GILBER 


THE A. C. GILBERT COMPANY, NEW HAVEN, CONN,., U.S.A. 


—and it's only $12.50 


Look to GuBeRT first for the big news in 
electrical appliances 
TWO MORE PRODUCTS OF THE GILBERT HALL OF SCIENCE 
POWERED BY THE FAMOUS GILBERT ELECTRIC MOTOR 
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America’s truck operators are wise buyers. They 
know the value of prime power with economy 
. .. Of massive load capacity .. . of outstanding 
quality, durability and handling ease. They know 
the advantages of the latest and finest features 
and of greater driver comfort and convenience. 


All the facts of value favor 


CHEVROLET ADVANCE-DESIGN TRUCKS 





And they know that all the facts of value favor 
Chevrolet trucks to an overwhelming degree. . . 
that they cost less to operate, less to maintain 
and have the lowest list prices in the entire truck 
field. That’s why they use Chevrolet trucks more 
than any other make! 


CHEVROLET MOTOR DIVISION, General Motors Corporation, DETROIT 2, MICHIGAN 














Chevrolet's new 4-SPEED SYNCHRO-MESH TRANS- 
MISSION offers quicker, quieter and easier operation. 
Double clutching is eliminated because the gears are 
always in mesh. Faster shifting maintains speed and 
momentum on grades. Available in series 3800 and 
heavier duty models. 


Chevrolet's power-packed VALVE-IN-HEAD ENGINES 
provide improved durability and efficiency as well 
as the world’s greatest economy for their size! 





Chevrolet trucks have the famous CAB THAT 
“BREATHES"*! Outside air is drawn in and used air 
forced out! Heated in cold weather. 

Chevrolet Advance-Design brings you the FLEXI- 
MOUNTED CAB, cushioned on rubber against road 
shocks, torsion and vibration. 

Chevrolet's exclusive SPLINED REAR AXLE HUB 
CONNECTION adds greater strength and durability 
to heavy-duty models. 


TOP-VOLUME PRODUCTION BRINGS YOU TOP-VALUE FEATURES! 


Uniweld, All-Steel Cab Construction « Large, Durable, 
Fully-Adjustable Seat « All-Round Visibility with Rear- 
Corner Windows* « Heavier Springs « Super-Strength 
Frames « Full-Floating Hypoid Rear Axles in the 3600 
Series and Heavier Duty Models +» Double-Articulated 
Brake Shoe Linkage +» Hydrovac Power Brakes in 
Series 5000 and 6000 Models + Multiple Color Options. 


*Heating and ventilating system and rear-corner windows 
with de luxe equipment optional at extra cost. 








CHOOSE CHEVROLET TRUCKS FOR TRANSPORTATION UNLIMITED! 
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ell all types 
of difficult 
prospecls .. 





USE THE DU PONT ‘SEAL 
TO CLOSE THE DEAL 


lt identifies America’s 
leading home appliance finish! 


8 











GALS FROM MissouR! have to be 
shown, demand proof. Win their 
confidence by pointing to the Du Pont 
“Dulux’’ seal! 

To doubting customers who want 
visible proof of quality, the “Dulux” 
seal tells a convincing story. It reas- 
sures them at a glance that they are 
getting a finish good for years of wash- 
able, mar-resistant service and spark- 
ling good looks. And you can tell them 
that Du Pont “Dulux” is rigidly pre- 
tested, too. 






































~ A 
BETTER THINGS FOR BETTER LIVING D u 


Peet celict Met Ties of 
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Finishes Division, Dept. E. M. 98 
Wilmington 98, Delaware 


Please send, free of charge, your new illustrated booklet, ‘‘Inside 
Information on the Outside.”’ 





If your manufacturer supplies you 
“Dulux’’-finished appliances without 
the seal, ask him to include the seal 
in the future. It’s a tested sales aid 
that helps swing many a difficult 
prospect into the “‘sold’”’ column. 


HERE'S SELLING MADE EASIER! FREE 
new informative booklet gives you 
profitable ‘“‘selling points’ for appli- 
ances finished with DULUX. Send 
coupon today for your copy. 


SS 
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MODEL 6M 


model ell model - model “ 
95* % 
\27- $107- $99” 


LIFETIME GUARANTEED 





VALUE | 
, the world’s largest 
production, ad 
vashers- This spec!@ = 
nufacturing efficie reo 
antial savings tO Y 













eR ON CLOTHES 


5 all the way yf 









Zone No. 1 Price 
You can’t buy a better washer at any Price 


€ 
\c 
gat 
6 


"APPLIANCE MANUFACTURING COMPANY ®@ ALLIANCE, OHIO 
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PATENTED 


Safe-F Circuit i 
HEATING PAD 



















SAMSON Safe-T-Circuit Heating Pads have always been first in quality, safety 
and performance. Now Samson adds TRAFFIC LIGHT CONTROL—an exclusive 
feature that means extra sales and profits for you. Note below all that Samson 

. and only Samson . . . offers. And be sure to get the story of the complete 
Samson line that gives bigger values and better discounts in every price bracket. 


V 3 FIXED HEATS. Current automatically g/ CUSHION COMFORT. New soft padding 





regulated to keep heat at temperature and improved cushion construction give 

selected—Low, 125°; Medium, 150°; restful comfort on pillowed heat. 

High, 175°. VY TRAFFIC LIGHT CONTROL. Exclusive 
VY 4 SAFETY CONTROLS. Each of 3 Fixed switch with Color-Lighted Dial that gives 

Heats controlled by 4 precision thermo- quick, positive heat selection—even in the 

stats to insure extra safety. dark. 


VY 100% WETPROOF. Permanent cover of 7 g.FOOT CORD. Gives a liberal freedom 
Soeee. Saran Fairprene. in moving heating pad to different body 
y states pt — contacts . . . reaches easily to outlets. 
; . Smartly , 
tailored slip-on fabric cover treated with vy UNDERWRITERS’ LISTED. 


“Zelan” to resist stains and perspiration. # SHOWBOXED TO SELL! 


Samson Heating Pads are priced to retail from $3.95 up. Write, wire or phone today for full details. 


<—oimt 


SAMSON UNITED CORPORATION, ROCHESTER 10, N. Y. 
Samson United of Canada, Limited, Toronto 

















In over half 
of all U.S. counties, 
Country Gentleman 
circulation exceeds that 
of the biggest weekly 
and biggest women’s 
magazine 


READ COUNTRY GENTLEMAN 
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OF THESE ADVERTISEMENTS 
APPEARING IN SEPT. & OCT. 


WILL HELP YOUR 
SALES OF BATTERIES THESE SALES-HELPING ADVERTISEMENTS 
AND FLASHLIGHTS REACH i a 


ae ” THE SATURDAY EVENING POST e LIFE ¢ COLLIER’S 
A NEW HIGH COUNTRY GENTLEMAN « CAPPER’S FARMER 
PROGRESSIVE FARMER e POPULAR MECHANICS 
MECHANIX ILLUSTRATED e FIELD & STREAM 
Ask your wholesaler’s salesman for details of the New Fall OUTDOOR LIFE « INSIDE DETECTIVE « FRONT 
Winchester and Bond Battery Merchandising Display Deals. PAGE DETECTIVE « and 21 magazines in the POPULAR 
Olin Industries, Inc., Electrical Division, New Haven 4, Conn. FICTION GROUP. 
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"We sold 30 Coolerator Refriger- 
ators and Freezers with the Frozen 
Lollipop Promotion. We never 
used an activity that pulled like 
this one. It increased volume in 
other departments, too. We traced 
the sale of 11 bedroom suites to 
traffic it created.”” York Furni- 
ture Center, York, Pa. 

Ask your Coolerator Distrib- 
utor for details on the Frozen 
Lollipop Promotion. It’s a nat- 
ural for traffic and sales. 


THE 
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oolerator has 
the hot Summer Specials 


... IN THE SELECT-O-SHELF SPACE-SAVER 
THAT’S FEATURED FOR HOT WEATHER SALES! 


A double supply of ice cubes in a hurry—a Freezer-Chest that 
keeps ice cream frozen firm—something new and better in 
quick chilling of beverages, desserts and salads. An interior 
so flexible that it’s no trick to store tall bottles, big milk con- 
tainers or the largest melon. Yes, on every score Coolerator’s 
new Select-O-Shelf Space-Saver is featured for dramatic dem- 
onstration and easier closing in a summer market. 

In the month of August alone over 9,000,000 families will 
read the magazines which carry hard-hitting colorful ads on 
Coolerator. Month after month Coolerator’s advertising in 
the Post, McCall’s, Better Homes, Farm Journal, Successful 
Farming and other top magazines sell Coolerator advantages 
to your prospects. Feature Coolerator and tie-in locally with 


this great program for plus sales and profits. 








COOLERATOR CO., DULUTH I, 


And a Sensational Value in America’s 
Lowest Priced, Nationally 
Advertised 10 Cu. Ft. Freezer 


It’s the greatest sales and profit oppor- 
tunity ever offered in the freezer indus- 
try. This new Coolerator offers real 
“Family-Size” capacity with unusual com- 
pactness—deluxe featured from the 
finger-lift lid to the hermetically sealed 
unit—complete with 5-Year Warranty 
and 5-Year Protection Plan. And it's 
priced so you can sell it for $35.00 down 
on terms of around $3.00 a week. That's 
a ‘‘Pays-for-Itself” story that will make 
every family in your community a logical 
freezer prospect. 


MINNESOTA 


Copyright 1949, The Coolerator Company 
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Why We Returned to 
APPLIANCE 


MERCHANDISING 


During the past few years more and more power com- 
panies have been getting out of appliance merchan- 
dising, but the Pennsylvania Power and Light Co., 
which quit in 1942, has found it necessary to resume 


By J. M. STEDMAN 


General Commercial Manager 


As told to Robert W. Armstrong 


its selling activities—and here are the reasons why 





STEDMAN of Pennsylvania Power: An average annual 
consumption of only 1232 kw.-hr. by 428,000 home 
and rural customers. 


ar Te oem rs 





HEN we announced on Janu- 

ary 15, 1942 that the Pennsyl- 

vania Power and Light Co. 
was suspending direct merchandising 
of appliances, we also said that the 
action was not final and that if and 
when conditions made it advisable we 
would return to selling. Late in 1948 
we told appliance dealers at a series 
of meetings throughout the service area 
that beginning in December we would 
again carry appliances on the floors 
of our ten division offices. And we told 
them why. 


Employee Discounts 


First, our employees, when we mer- 
chandised prewar, were able to pur- 
chase appliances at discount from the 
company, and requested the same priv- 
ilege now that appliances were again 
in free supply. The company’s prewar 
experience was that employees own- 
ing electrical appliances were better 
employees and enthusiastic salesmen 
to their friends and neighbors. Before 
there was any public acceptance for 
refrigerators, ranges and water heat- 


ers, we sold: our employees and they 
in turn were responsible for many sales 
while these appliances were still in the 
developmental stage. In pioneering new 
appliances in the future, we and appli- 
ance retailers are going to need this 


same help to gain public acceptance. 
We were therefore just as eager as 
our employees to provide inducements 
for them to purchase appliances. 

The second, and by all odds the most 
powerful motive, however, was pro- 





The 1942 decision of the Pennsylvania Power and Light Co. to suspend its mer- 
chandising operations was not unusual. It was made by utilities all over the 
nation, both during and after the war years. The demands of the armed forces 
were a heavy drain on their sales staffs. Increasing shortages of appliances made 
it necessary for them to drastically reduce their selling activities. During the war 
no construction was possible, and by early 1946 power demand had, in many 
instances, far outrun the ability to produce that power, thereby discouraging 
power companies from embarking on any such load-building activity as appliance 
merchandising. Moreover, appliances were still in short supply and many com- 
panies preferred to give whatever allocations they might have received to 
independent dealers. There were by January of this vear, 76.4 percent more 
dealers than in 1941, an increase calculated to more than compensate for any 
decline in utility merchandising. 

The net result of all these factors was that by January 1948, 45.5 percent of 
all power companies were not selling. In one year nearly 8 percent more 
dropped out, so that, as of January 1949, 53.3 percent of 199 companies reporting 
to this magazine were no longer merchandising. 

But PP&L faces conditions which may soon be operative in other parts of the 
country, and the reasons for its return given here are of more than passing 
importance. 

Epiror 
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vided by our developing need for more 
operating revenue. Like almost every 
other power company, we had not 
been able to expand our generating 
capacity during the war, and increased 
demands for power have made it im- 
perative that we build new plants and 
run new lines. 


Sales Emergency 


Increasing costs and capital needs 
resulting from the war presented a 
challenge to our sales organization to 
produce the required additional oper- 
ating revenue. So important is this need 
for increased operating revenue that 
last September we called a meeting 
of all the company’s department heads 
and declared a sales emergency. At 
this meeting we asked the operating, 
engineering, financial and legal di- 
visions of the company to help the 
commercial department push electric 
sales. We told them that we must sub- 
stantially increase revenues in resi- 
dential, farm and commercial classi- 
fications and bring up the annual con- 


(Continued on page 60) 
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“INSTEAD OF SITTING around the store between periods in the field, partners Harrell Fletcher (left) and John-McKee put 
through washings for prospects who have responded to their ‘try us before you buy’ advertising.” 


ELECTRICAL MERCHANDISING 
San Francisco, Calif. 


Mr. Laurence Wray, Editor, 


ELECTRICAL MERCHANDISING 
New York, N. Y 


Dear Boss 


This being the edge of a holiday, | 
figure I should report to you my 
whereabouts recently. Particulariv 
since I am to account for time and 
expense in Santa Maria, Calif., re- 


cently, and I wish to explain why | 
haven't prepared a feature article on 
Fletcher’s Home Appliances, 
several dealers down 


one of 
there. 


3ut, boss, | am finding the queerest 
situation. I would like to describe it 
because possibly my analysis was 


However, | felt I was well 
prepared because all week I had been 
visiting dealers in the Angeles 
area—mostly, on this trip, the large, 
postwar had_ been 
shown that the electrical appliance in- 
dustry had gone to pieces in a hurry. 
These dealers proved it to me. They 
showed me that their automatic washer 
sales were off 50 percent. Radio is 
dead, television is a flop, they said. 
And I am hearing from these dealers 
that even the sure-fire sales promotions 
—sensational price cuts, colossal re- 
movals of floor models, gigantic clear- 
ance sales—are not separating the 
public from its dwindling supply of 
money. The lapels of my suit were 


wrong. 


Los 


dealers—and_ | 
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wrinkled from these dealers’ 
was just like 1931-’32. 

So I felt well briefed as I left the 
land of snow-kist oranges and headed 
up the old mission trail. This situa- 
tion warrants an article, I thought. I 
shall stop in a convenient city, locate 
a prominent appliance merchant. From 
him I shall obtain for Mr. Wray an 
analysis of how to survive in such 
trying times through the firing of 
salesmen, elimination of advertising, 
ete., Which I have understood from the 
other dealers is the method of keeping 
in business when no customers come 
into the store. I shall analyze, too, how 
little above wholesale cost appliances 
should be price-tagged during “‘sales”, 
how many different “special sales” a 
week can be worked, how many years 
of free service are needed to push 
below-list goods, how to tie in free 
food, free records, etc., and how to re- 
volve displays so that everything can 
be cut-priced as “floor models.” 

With those plans in mind I hit Santa 


tears. It 


Maria about Over a bowl of 
chili 1 check my notebook and find a 
tip from a distributor’s salesman which 
reads “See Fletcher’s in Santa Maria. 
They're doing a swell job.” Fine, I 
think, if this concern was doing well 
six months ago when I bought this 
jobber a highball in San Diego, it will 
have dropped pretty badly by now 
with present day conditions as reported 
to me by those Los Angeles dealers. 
I start out to locate the establishment, 
hoping it is still in business. 


noon. 


What Goes On Here? 


And, boss, this is where the situation 
begins to queer up. My notes show 
that this Fletcher’s is a postwar store. 
So I head for Santa Maria’s fancy 
rent district, searching among the glass 
and chrome, because many of the new 
dealers had spared no expense when 
they opened, and they had told me 
then that high rent would mean noth- 
ing with the backlog of customers they 
would be selling for many years to 





Our West Coast man has been badly shocked. It 
seems that a new dealership, Fletcher's Home 
Appliances, Santa Maria, Calif., doesn’t even 
know about the sales slump. The young owners 
are too busy demonstrating, canvassing, servicing 


—and selling 
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ear 
OSS. 


these 


cuys 
are... 


come. But I find no “Fletcher’s Home 
Appliances” sign glaring at me on the 
main street. Finally, figuring I am a 
few months too late, I swing through 
a side street to get back on the high- 
way. And there’s the store. 

Immediately, I am _ disappointed. 
Fletcher’s Home Appliances, it says in 
six-inch gold-leaf letters on the win- 
dow. 

It’s the old-style storefront—display 
windows on both sides of the recessed 
entrance. One might miss it com- 
pletely except tor the neon “Bendix” 
and “RCA-Victor” above the widows. 
However, I park the Studey, figuring 
I might as well go in and possibly get 
a cup of coffee from the ever-present 
coffeemaker that leads prospects and 
me to model kitchens. 

Leaving the sunlight, I proceed 
through the single door and before I 
get accustomed to the artificial light, 
I am deciding whether to have half 
soles or just rubber heels. Half the 
store, I find, is the establishment of a 
prosperous and pleasant shoe repair- 
man. When I turn left, however, I 
am in Fletcher’s Home Appliances. 
And then, boss, you can see why this 
store doesn’t fit the pattern. The appli- 
ance display is only 10 feet wide. In- 
stead of being grouped in attractive 
and inaccessible displays, the appli- 
ances are arranged neatly along the 
wall. Prospects actually can touch the 
merchandise, open doors, turn knobs, 
even look in the back if they want to. 
Kind of risky, don’t you think? 
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“THIS STORE is unlike any outfit | ever saw. When | walk in there’s one of the 
partners working his head off trying to do 69 different things at once because the 








other partner and all the servicemen are out selling and servicing.” 


I expect to talk to the first salesman 
I meet and please would he direct me 
to Mr. Fletcher’s office. But, again I 
look with surprise. There is not a 
tall, handsome, nail-polishing salesman 
on the floor. At the end of the store, 
however, is a neatly-dressed individual 
doing a solo on a Bendix. Well, that 
will give me time to look around, I 
assume, but am immediately accosted 
by same individual who is asking 
cordially in what manner he may serve 
me. Sniffing to locate the coffeemaker, 
[ introduce myself and proceed to ex- 
plain that I am on the usual editorial 
mission. 


Boss Seems to Be Working 


It seems that the individual is Mr. 
Harrell Fletcher—a character, I pre- 
sume, seeing that he deserts the execu- 
tive quarters to come down to the sales 
floor. Recent interviews with new 
dealers had been a comfortable period 
of relaxation in private offices where 
the top man did his work over an 
inter-com, usually by answering all 
calls with a “Well, cut the price an- 
other ten bucks. We’ve too many of 
that model anyway.” However, Flet- 
cher explains that he is the only one 
in the store at the moment. Can you 
imagine—he says without seeming 
ashamed at all, that the other two 
members of his sales organization are 
outside, giving home demonstrations, 
following up on store leads, or maybe 
just canvassing. How he expects to 
create the proper “look” for his store, 
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I don’t know, without the proper 
balance of salesmen—one near the 
door, leaning on a range, one half-way 
back tuning a radio for the race re- 
sults, the other reading a newspaper 
which is stored under the cover of an 
ironer. Letting all the men go out to 
work at demonstrations, follow-ups— 
and perish the thought, canvassing— 
was not in the operational pattern of 
so many of those dealers to whom | 
had talked, that I’m afraid this Mr. 
Fletcher may be an upsetting influ- 
ence on the trade if the news gets out. 

And, then, the way this guy talks. 
I am using a standard answer for most 
dealers this trip, which relates to the 
effect of the severe winter, the elec- 
tion, and several other generalities 
designed to ease the pain of these poor 
fellows whose “buyers walked out on 
them.” But instead of giving me a 
chance to use my well-rounded para- 
graph of soothing syrup, this Fletcher 
gives me a rabbitpunch by saying: 
“I’m certainly glad to see you. You 
get all around the coast. What's all 
this about the appliance business going 
on the rocks since October? We can’t 
figure it out. We've checked our 
records and we find last month was 
a very satisfactory month—sold more 
than 20 Bendix washers, as a matter 
of fact. And radio has been very good, 
we’ve moved quite a volume of large 
stuff, consoles and combinations. It 
sort of has us buffaloed, hearing about 
the other dealers being in trouble. But 
we haven’t really had much time to 
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’ 


think about it—we’ve been too busy.’ 

You can see, boss, the sort of talk I 
had to put up with here. A dealer 
admitting that he’s concentrating so 
hard on selling and delivering mer- 
chandise that he didn’t know that there 
was an industry recession. Why, the 
normal procedure with some of those 
other new dealers was to get so upset 
by something in the morning newspa- 
per that they had to spend the morning 
firing another salesman and cancelling 
their advertising. 


Shortage of Vice-Presidents 


Another queer thing in this Santa 
Maria setup. I’m looking now to ana- 
lyze this dealer’s organizational plan, 
to get the titles allotted to the staff 
members and the “stay the hell out of 
my department” assignment of duties. 
I figure that this is important because 
I have found that many dealers seem 
to have set up an organizational plan 
and stocked appliances to fit it. Again, 
I am disappointed. Fletcher tells me 
that he and a John McKee are part- 
ners, and that they hire three other 
men. Two of the men work at service, 
while he considers himself, McKee and 
the third man as salesmen. And then 
he adds that the two servicemen also 
do some selling. “Of course, when it 
is necessary, McKee and I can pitch 
in on the less-technical service work,” 
he hands me. What am I supposed to 
do with material like that? A store 
with no vice-president in charge oi 
short-playing records, no serviceman 





100 Busy Selling To Worry 


specializing in removing lint from 
washer drains. So I leave this line of 
inquiry and start sniffing for the coffee 
again. 

No luck there, either. So I proceed 
to query this dealer on his methods oi 
selling, starting with a question on 
splitting the floor traffic. Then he 
spoils this search by stating that there 
are few rules at Fletcher’s Home Ap- 
pliances, but the most important is 
never to have more than one salesman 
in the store at the same time. One 
floor man is sufficient to hand!e all the 
traffic in this location, so the other two 
must stay out in the field, he says. 
This seems practically anti-social. I 
had seen some stores on this trip where 
it took at least one man on the floor to 
handle the ‘phone to the bookie. What 
will happen to the art of gin rummy 
if there aren't at least two salesmen 
on the floor at the same time? How 
about those appliance stores where | 
can always identify a prospect becaus« 
he is the only one standing alone? 

Now, it is agreed that it is not bad 
to be sent out into the field—som«e 
salesmen have told me that the matinee 
is more comfortable and cheaper thar 
the evening show. And then there is 
the fresh air and sunshine at the horse 
racing establishments. Why, there are 
afternoons at Santa Anita and Bel- 
mont when I see—I mean when there 
are enough appliance men to hold a 
convention. 

But, at Fletcher’s the salesmen have 

(Continued on next page) 
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a different approach to field time, just 
as the organization has toward the 
time on the floor, and just how much 
work the servicemen should do. Look 
at what Fletcher tells me his concern 
does to keep the staff from enjoying 
the long-established pleasures for field 
and store personnel. In the first place, 
the displays and windows are arranged 
to catch the attention of the more 
than 1,000 adults who patronize the 
shoemaker each month. That keeps 
his floorman busier because the store 
location is not good for heavy street 
traffic. And if this wasn’t enough to 
keep the man on the floor busy, Flet- 
cher’s keeps after the 26,000 people 
in the Santa Maria trading area to 
bring in their washing for a free run 
on the Bendix. He pitches: “Before 
you buy any automatic washer, bring 
half your clothes here, half anywhere 
else, and compare the results.” That's 
why, when he was handling the floor 
the day of my visit, he couldn’t relax 
and chew the rag with me for a couple 
of hours—we had to put through the 
washings of four prospects he had 
procured that morning and with whom 
he’d have to spend more time later in 
the day giving a sales talk. And to 
keep himself out of trouble while one 
load was washing, he ran the last load 
through the Bendix dryer, except for 
a few pieces which he said were used 
to show the prospect the results of 
spin-dry. 

Well, you'd think that this floor 
promotion would be enough. No, 
Fletcher has to do it the hard way. He 


TOO BUSY SELLING TO WORRY (Continued) 


advertises a 10-day free trial for the 
Bendix in the prospect’s home. It 
keeps the servicemen busy installing 
them, and it puts on the two outside 
men the extra burden of running out 
to the prospect’s home a couple of 
times, and maybe again some evening 
to get the husband to sign the pur- 
chase contract. I am glad to report 
that it is not too hard on the service- 
men, They are not required to un- 
install the Bendix washers that go out 
on these free trials. So far, none of 
these washers sent on trial have ever 
had to be taken back to the store. With 
just this appliance alone, plus these 
promotions, the boys keep hopping be- 
cause the store has averaged up to 15 
or 20 Bendix washer sales a month, 
and then there’s a sizable complement 
of dryers and ironers that result in 
follow-up calls. 


They Advertise Like Mad 


\s if the Fletcher outfit couldn't 
use these promotions and be happy, re- 
laxing the rest of the time, they have 
to go on the radio and into the news- 
paper—producing name _ acceptance 
and leads that keep them hopping the 
rest of the time. Other dealers on this 
trip told me that they had cooled off 
on this stuff—‘T figure this radio stuff 
is just another way of hearing yourself 
paged. Advertising may puff the deal- 
er’s ego, but it doesn’t sell anything. 
I always say, if you have the right 
lines, you'll get your share of the 
business. Right now, of course, there 
isn’t any of this business to share— 


haven’t had a customer come into the 
store in a gouple of hours.” I tell this 
to Fletcher. He answers with some 
unusual slants on the business. “Ad- 
vertising doesn’t sell anything for me 
either. But I figure it gets a lot of 
people interested in the appliances we 
have to offer. It reminds many of 
them of something they have wanted 
and neglected to do anything about. It 
gives us a chance to show that the new 
models, etc., that they see in the na- 
tional magazines are available right 
here in Santa Maria. It ties up the 
nationally-advertised brand names 
with our store. It creates so much 
interest that it is all that the three of 
us can do to follow up the prospect 
that we get from this advertising.” 
There it is, I see, slave-driving him- 
self and his staff again. So I don’t 
argue, particularly when I find that 
Fletcher’s is doing something to make 
it easier for the salesmen to work. It 
is this spot radio business. I’m sure 
those other dealers would call it puf- 
fery, but Fletcher’s has its name men- 
tioned 920 times every month over the 
local radio station by sponsoring the 
time signals every 30 minutes. It turns 
out that it does save the salesmen some 
work, ’cause Fletcher tells me that 
whenever one of the salesmen go to a 
door and say “I’m from Fletcher’s”, 
the prospect says “Oh, yes, you’re the 
appliance people who give the time 
signals.” That can save a salesman a 
lot of the monotonous joh of identify- 
ing his store, the type of goods he is 
peddling, and probably will get him 
into a lot more houses where he can 
sit down and be comfortable. Might 
even speed up his calls so he can get 
in a matinee now and then. 









































“OTHER STORES do it differently. They have the salesmen well disposed, some reading the paper, some filing their 
nails, some watching TV. In places like that | can always get a cup of coffee and listen to the dealer’s troubles.’ 
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A movie. Huh! If one of these 
salesmen—which includes the partners 
—has an extra hour after completing 
his call on the prospects which have 
been procured through the Bendix 
promotions, or the advertising, or 
follow-ups from calls, do you think he 
can use it for a game of pool with the 
boys? The Fletcher system has that 
taken care of, too. But I didn’t hear 
about that from Fletcher. By this 
time it is after five o’clock and John 
McKee comes in from a day of selling. 
We get to be friends like,. but I’m 
wondering if maybe he doesn’t like 
coffee either. While Fletcher busies 
himself with the women who have 
come in to pick up their washing, I 
shoot Q’s at McKee, figuring that 
maybe the other half of this partner- 
ship fits the norm, that he’s really 
been shooting pool instead of peddling 
appliances. Instead, he turns out to be 
just the same. 


No Way to Relax 


Do you know what McKee had been 
doing all day? Out following up leads 
that he had picked up by regular study 
of the water permits. This is the line 
he gives me: “We make a regular 
study of all water meter permits and 
building permits, and we watch for 
electrical extension permits, etc. When 
people move into a house here they 
have to sign up for water service. 
That’s our cue to hustle out and get 
acquainted. Maybe the family moved 
in from another city, and didn’t bring 
all its old appliances. Maybe the new 
house isn’t suitable for some of the 
appliances they have, and we can sug- 
gest a trade-in on new and suitable 
models. Maybe the new house pro- 
vides more space and now the family 
can have a radio-phonograph combina- 
tion, or if there are more bedrooms 
there’s a chance to sell a small radio or 
two. If there is laundry space we start 
working on the family for a new 
washer, dryer or ironer, and maybe a 
larger, automatic water heater. We do 
the same with people that take out per- 
mits to remodel their homes. On new 
building, of course, we try to get there 
earlier to sell a complete kitchen or 
laundry. There seem to be so many 
ways to get prospects.” You can see, 
boss, that fellow is going to knock 
himself out chasing around like that. 


He Asks for Service Work! 


Then it happens. Says McKee: 
“Would you like a cup of coffee?” I 
say “Yes”, though I figure he’s going 
to have to pull it out of his pocket like 
that Marx Brothers act. “It’s out in 
the shop,” he explains, and I kick my- 
self for not figuring that sooner. Well, 
now I can relax. But, no, because 
McKee starts to show me the service 
setup, and sure enough, it doesn’t fit 
the pattern of those other dealers of 
whom I spoke earlier. Those dealers 
had given me the lowdown on how bad 
the appliance business was, and had 
gone into detail to blame the service 
department for eating up the little 
profit that was left from any sale. “A 
necessary evil, I suppose,” one had 
told me, “but I sure would like to get 

(Continued on page 68) 
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JAMES J. NANCE, president of Hotpoint, Inc., says that we have never replaced 
the appliance salesmen who went off to war, that today’s young men do not regard 
selling as a profession that ‘gets somewhere” and that, if we wish to duplicate the 
$16-billion worth of sales made in the last 20 years... 


We Must Sell Selling as a Career 


N his evening walks with his dog 

and while mulling over his morn- 

ing coffee at Hotpoint’s emp!ovee 
cafeteria, President Jim Nance has had 
time to give a thought to what is miss- 
ing in the appliance industry. 

The situation today, he has con- 
cluded, is not greatly different from 
that facing Patterson of National Cash 
Register when he created modern 
specialty selling as a means of survival. 
There were no specialty salesmen; he 
had to make them, When the war came, 
the appliance industry lost its sales 
force as the younger men went off in 
uniforms. With the war over and 
people standing in line to buy appli- 
ances, no serious move could be at- 
tempted to re-build the marketing team 
for action on store floors, at people’s 
doors, nor at the distributor and man- 
ufacturer’s levels. 

So Jim Nance, who had left N.C. R. 
more than 20 years before to join the 
appliance industry, began to see the 
situation today as being extremely sim- 
ilar to what had faced Patterson when 
he had no salesmen to sell his fine new 
cash registers. Nance has decided that, 
to put it in a nut shell, somebody is 
going to have to create some new sales- 
men. They must be trained in the thou- 
sands of villages, towns, and cities 
across the nation to go out into people’s 
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homes and play the drama that makes 
people see that it’s better and cheaper 
to own the highly refined appliances of 
today than it is to be without them. 
Several million young fellows can’t all 
become managers when they finish 
their schooling. What’s going to hap- 
pen to those guys? he asks. 

“Those fellows are going to have 
to become salesmen.” The industry 
needs them badly, and they need jobs 
that pay real money; they’re getting 
some mighty expensive education. 


How Do We Proceed? 


Jim Nance, speaking for manage- 
ment, but with many years of market- 
ing experience in appliances, feels that 
the social standing of salesmanship 
must be improved. For example, the 
prime salesman, the man who goes out 
to the homes, is laboring under the bad 
implications of the “scare-name” of 
the lamented depression—“straight 
commission.” One of the top job quali- 
fications wanted by college graduates 
is “opportunity for advancement”, Con- 
sumer selling has not been sold as a 
career that leads someplace. 

Nance says, “It is someplace every 
day after a fellow learns how to do it. 

he practice of medicine leads no place 
either, except to greater skills and 
earnings. That may be the key.” 
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Selling is a profession, the one occu- 
pation related to industry that must 
be viewed as a calling. The successful 
practitioners go at their jobs with all 
of the fervor of an evangelist. That is 
the ingredient that must be re-discov- 
ered. 


Dealers Need Salesmen 


Nance prefaced his comments on 
what he would do, if he were a dealer 
today, with the remark that by no 
means all, nor even a majority, of the 
new sales army would come from col- 
leges. Some will “grow up” in their 
father’s stores; others will come from 
machine shops, farms, and factories. 

If he were a dealer, he says, he 
would approach a young man with an 
offer to set him up in business, Just 
is he went directly to his supervisory 
group in the factories with full infor- 
mation about the company’s position 
during the plant expansion program 
(he still does that regularly) he would 
tell the young man: 

1, The story of his retail operation. 
How much is invested; how much it 
paid last year; how much time it re- 
quires; and, other information that 
would create a picture of what the 
dealer was doing. Then he would offer 
to take the young man into the busi- 
ness; in lieu of capital, the young man 


would be asked to accept a slightly 
smaller share of the income. That, 
simply put, is the way a man being 
paid on an incentive plan works. 

2. It’s a gamble; just as all enter- 
prise is a gamble. 

3. The benefits of the sales atmos- 
phere and environment: own boss; out- 
door, healthy work. 

4. Salesmen go where they please 
and control their time far better than 
any other operative in industry or 
commerce. 

5. The retail salesman can, and 
thousands have, gone right up the lad- 
der to store ownership or into a key 
spot in national distribution or man- 
agement. 

6. To think of the salesmen he 
knows. Aren't they the best-dressed 
and best-looking of any group he 
knows? 


For The Manufacturers 


Nance also laid down a program of 
what manufacturers should be doing 
while the dealers are doing their part. 
Some of those points are: 

1. Inspire and promote the value 
of retail selling as a career for young 
men. 

2. Carry out a program of coaching 
the dealer in the art of finding and 
selecting young salesmen. 

3. Operate schools through distrib- 
utors which will give these young men 
product knowledge and the necessary 
procedure knowledge. 

4, Conduct factory schools for dis- 
tributors’ men which will give more 
concentrated knowledge to aid them 
in meeting industry competition. 

Dealers are not to blame for today’s 
situation, Nance said. They are victims 
of a series of conditions. He hopes, 
however, that they realize that the only 
thing wrong with business today is that 
it needs more good old-fashioned sales- 
manship. 

Hotpoint is now in its second year 
of a training program that brings fac- 
tory specialists to distributors’ terri- 
tories for intensive dealer and distrib- 
utor training. Nance touched on many 
phases of the sales problem as it affects 
the factory, distributor and dealer. 
Among those mentioned were: 

The fellows who have never before 
felt the hot breath of competition on 
the back of their neck first need a 
course in fundamentals. They need 
plenty of tools, which some appliance 
manufacturers are now rushing to 
them. 


More Retail Sales Training 


Tentative plans are under way at 
Hotpoint to bring more retail salesmen 
to the factory for training. More films 
are needed badly ; more product service 
instruction; more dramatic sales aids 
of all kinds. 

He summed up the situation this 
Wav: P 

We have licked the technical prob- 
lems in our factories. The American 
housewife is reaching out for the won- 
derful new electric servants that they 
produce. The cost of marketing has 
not been reduced nearly as well as has 
been the cost of producing. The indus- 

(Continued on page 140) 
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Water Pumps... 


OPEN SESAME to the appliance market in rural Schnecksville, Pa., are Roger 
Yorgey’s (left) water pump and system sales. The young man on the right will 
judge Yorgey’s whole business by the way his new pump operates. 


WATER SYSTEMS GHALH Tit 


OUT OF THIS neat, Pennsylvania Dutch store, typical in style of the buildings in 
rural Schnecksville, come .. . 
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Well Installed... 


CAREFUL INSTALLATION and satisfactory operation are absolute necessities 


to the success of Yorgey’s business. By providing running water, pumps open the 
way to sales of water heaters, clothes and dish washers. 


NEW APPLIANCES to be installed in old-fashioned Dutch farm houses, which, 
when remodeled... . 


* eae a 
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. . » Greate Appliance Sales 


HAPPY with the water pump, convinced that both it and Yorgey are reliable, the 
young Pennsylvania Dutch farmer returns with his wife to look at a dishwasher. 
The pump has saved him work and now it can do the same for his wife. 


FARM MAnhEI 


ARE JUST AS EASY to work in as new homes in urban areas. This complete 


kitchen installation started with a pump. 
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Roger Yorgey sells appliances to Pennsyl- 
vania Dutch farmers after he opens their 


doors with money-saving water systems 


ARMERS in the Pennsylvania 

Dutch area of Schnecksville, Pa., 

buy modern electrical appliances 
and equipment for two main reasons: 
(1) To save work and (2) to save 
money. According to Roger Yorgey, 
owner of the Farm and Home Supply 
Co., if a dealer can’t prove that his 
merchandise will do one and preferably 
both of those things he won’t get a 
buying decision. 

On those two motives Yorgey has 
built a successful sales philosophy. 
Usually, he says, farmers buy money- 
saving equipment first and are then 
open to the appeals of work-saving 
appliances. “Our appliance sales,” he 
explains, “are most often developed 
from our water system sales. They 
pave the way because they make water 
available on the farm, save the farmer’s 
time any money, and build confidence 
in us. For example, I sold a water 
system to a farmer to replace an an- 
tique sprayer pump that required two 
days to completely spray the farm- 
er’s potatoes. The new system en- 
abled him to cut his spraying time in 
halfi—which is darned important, be- 
cause when it is time to spray potatoes 
the job must be done quickly. This was 
a $900 installation. The farmer was 
satisfied with it and later bought an 
electric range, a refrigerator and a 
water heater.” 


Undeveloped Market 


In business only since July, 1945, 
Yorgey has made water systems the 
open sesame to a rich, but undevel- 
oped farm market. In 1948 he sold 
210 water pumps, 62 water heaters, 55 
ranges, 48 refrigerators and other ap- 
pliances and equipment for a total vol- 
ume of $160,000, just twice what it 
was in 1947. On his $160,000 gross he 
realized a net profit of 7.2 percent. In 
an area of approximately 2,000 farms, 
that’s not bad business, but to get it 
he had to find ways to get farmers into 
his store, to sell them when they got 
there, to sell them when he went out to 
them, and to build their confidence in 
him and his firm. 


Farm Needs Build Traffic 


The name, Farm and Home Supply, 
partly explains how he gets farmers 
to come to him. In addition to Jacuzzi 
water systems and pumps and Hot- 
point appliances he carries a stock of 
barn and poultry equipment, ventilating 
systems, electric brooders, hay dryers, 
dairy water heaters, and innumerable 
farm needs. These, in many instances, 
give him his first contact with his cus- 
tomers. One way to increase store 
traffic he discovered quite by accident 
—an accident which does much to ex- 
plain why he doubled his volume in 
1948. During a period of two weeks 
he worked after supper taking inven- 
tory and doing accounts. He was 


able to accomplish very little because 
customers, attracted by the lights, 
knocked on his door. At first this was 
mildly irritating—until it dawned on 
him that farmers who don’t have time 
to shop during daylight hours are free, 
relaxed and in a buying mood after 
supper. So now his store is open every 
night until eight or nine o’clock. 
“Floor traffic isn’t very big except on 
rainy days,” he says, “and I do more 
business after supper than during the 
day.” 


Special Selling Technique 


Yorgey’s prior experience was not 
ideal for selling Pennsylvania Dutch 
farmers and when he learned how to 
get them in his store he still had to 
learn how to sell them. He had started 
life as a hairdresser, getting his license 
at 16 and very shortly thereafter de- 
ciding that hairdressing might be all 
right for somebody named Antoine or 
Francois, but it wasn’t for him. Going 
as far to the other extreme as possible, 
he got a job with a plumber uncle lay- 
ing sewer pipe. He took a correspond- 
ence course in plumbing and soon got 
a journeyman’s license. This was cer- 
tainly different from hairdressing, but 
just to make sure that he ‘wasn’t miss- 
ing anything he evolved a daredevil 
roller skating act which took him to 
fairs and carnivals all over Pennsyl- 
vania and neighboring states. 

At war’s end he decided that those 
who lived dangerously are quite likely 
to die suddenly and that those who 
work for another retire later rather 
than sooner. Out of this decision came 
the Farm and Home Supply Co. 


Wide Open Market 


“T felt,” he explains, “that there was 
a market in the rural areas to promote 
better electrical living, to make it easier 
and more profitable for the farmer. I 
studied the Allentown territory and 
found that the field wasn’t too crowded 
in Schnecksville. A lot of the farms 
there didn’t have hot water and many 
didn’t even have running water. My 
uncle became a silent partner and 
helped me get organized. Right from 
the start, my plumbing experience was 
a great asset, because we were and are 
able to install anything and everything 
we sell, from water heaters to septic 
tanks. 

“That helps a lot in selling farmers. 
They like to buy from people who can 
install and service. Service, of course, 
is vitally important. A water system 
failure can be a serious catastrophe to 
a farmer and we have had ‘to promise 
and provide very prompt service. 

“Also, I had to learn that the Penn- 
sylvania Dutch farmer is a law unto 
himself. The so-called high-pressure 
techniques absolutely do not work. 
Creating confidence in the company is 

(Continued on page 66) 
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School for Saleswomen 


NE reason for the success of 
Billy Friend’s three saleswomen 
and demonstrators is that they 
went to school to learn how to sell. 
When appliances again began to ap 
pear in volume in July, 1947, John 
Saur, manager of General Electric Ap- 
pliances, Inc., North Jersey Distrib- 
uting Branch, Bloomfield, N. J., fore- 
saw the need for capable, thoroughly 
trained women and decided to do some- 
thing about it. 
First step was engaging Mrs. Eliza- 
beth Maddigan as head of his home 
She had 


headquarters for ten 


service training department. 
been with G-E 
years, had conducted training pro 
grams and lecture demonstrations from 
coast to coast. 

Under her direction a series of four 
lasses was set up, one every three 
months, and dealers were invited to 
send in their women employees. Classes 
were divided into (1) laundry equip- 
ment, (2) electric cookery, (3) freez- 
ing and refrigeration, and (4) the 
kitchen, 


electric featuring the dish 


washer and disposer. 


Fifty-three enthusiastic women res 


s 


istered tor the training courses. Each 
class opens with a concentrated capsule 
of sales ammunition dispensed by sales 
manager Ralph Maury. Mrs. Maddi- 
gan then puts on a complete demonstra- 
tion of the appliance under discussion. 
She shows 


demonstrating and adds a few of her 


every known technique in 


own, with emphasis on educating the 
consumer and selling a satisfied cus- 
tomer. Specific problems encountered 
by class members in applying suggest- 
ed methods are brought into open dis 
cussion. Ideas that have proven suc- 
cesstul are exchanged for the benefit 
of the class 

About the meetings, one dealer's 
home demonstrator says, “One of these 
me at least enough ideas 


And my boss 


meetings gives 
to last for three months. 

he’s a good egg—is willing to try 
almost anything new once He's de 
lighted with the stuff I bring home 
from these meetings.” 

Mrs. Maddigan’s activities do not 
stop with the classes. Any of het 
pupils are free to call on her for help 
at any time. She is also available to 
conduct consumer demonstration pro- 





grams wherever a dealer can arrange 
a group meeting. 

Her aim is to educate her students 
to follow through each sale with a 
home demonstration; to stay with the 
customer until she is thoroughly fa- 
miliar with the equipment purchased; 
to suggest one or two other major ap- 
plianees; to maintain live demonstra- 
tions in the store; and to do a pro- 
fessional job in group demonstrations. 

In the less than two years the classes 
have been running Mrs. Maddigan has 
achieved some notable results. 

There is, for example, Mrs. Joseph 
\rrigo, mother of three children and 
wife of the proprietor of the Appliance 
Center, Madison, N. J. Since attend- 
ing classes, Mrs. Arrigo has had great 
success following through on her hus- 
band’s sales. A few weeks ago she 
organized and successfully conducted 

freezer demonstration for a Hanover, 
N. J., group of teachers, students and 
pare nts, 

There’s Mrs. A. L. Baldwin, who 
works for R. E. Babson, Montclair. 
She sells freezers on a straight can- 
She rings an average of 
eight doorbells a day and complains 
only that, 


vass basis. 


“My trouble is not getting 
it’s getting out.” 
She runs through the phone book, 
picks out the snooty streets in Mont- 


in a house 


clair, Claridge and Ridgewood, select- 
ing the names, addresses, and phone 
likely prospects. Some 
people she phones for an appointment ; 
on others she just drops in. She has, 
she says, no pat approach, but.once she 
introduces herself she is ready to dis- 
cuss any subject the prospect brings up. 

Mrs. Baldwin is an old-timer in the 
selling game. She was one of the 
original G-E Toppers in 1930 and 
never missed a Topper cruise—eligibil- 


numbers of 


itv for which was achieved with sales 
of $25,000 worth of refrigerators. She 
returned to selling on a part time basis 
at the end of the war and went back 
with her old boss, R. E. Babson. Now 
she sells refrigerators, washers, ranges, 
water heaters, and freezers. 

Ihe live-wire trio discussed in the 
accompanying article on these pages, 
Dorothy Loughlin, Mrs. Charles Byrne 
and Mrs. Billy Friend, are also typical 
Maddigan graduates. 


Aan | 


FUTURE AND PRESENT appliance saleswomen-demonstrators learn 
the best way to wrap meats for freezing from an expert, Mrs. Eliza- 
beth Maddigan of G-E Appliances, Inc., Bloomfield, N. J. 
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HOME DEMONSTRATOR 


MRS. CHARLES BYRNE follows up sales with home demonstrations. Here, 
she shows how she finishes up a post-sale washer demonstration with an iron- 
ing lesson. The store ships an ironer for free trial with every washer sold. 


S Weise 





The power of women has never been more 


clearly recognized than by Billy Friend’s action 
in hiring three who do outside selling and home 


and store demonstrating for his Pompton Lakes, 


N. J., store 


By ANNA 


P. (Billy) Friend, proprietor 

of lriend’s Hardware Store, 

© Pompton Lakes, N. J., need- 

ed no prodding to hire women in his 

sales organization, because he was far- 

sighted enough to see that women have 

a place in a progressive appliance 
business, 

“The way I figure it,” he says, 
“women talk each other's language. 
Over a bridge table or at a church 
affair they discuss their needs and 
problems. And appliances are as much 
a woman’s product as is food or the 
baby’s formula. Although a man tell 
the performance story, it takes a 
woman who is constantly doing the ac- 
tual work with an appliance to really 
talk shop with customers.” 

He also recalls how customers re- 
acted back in prewar days when a G-E 


AUGUST, 


home economist came to town to put 
on a customer demonstration. Says Mr. 
Friend, “Appliances had a way of sell- 
ing themselves for a while after one 
of these visits.” Which is why he now 
has three women on his staff. 


Star Performer 


His star performer is Mrs. Dorothy 
Loughlin, Erskine Lakes, N. J. She 
confines her efforts to outside selling 
exclusively. “Sell them before they dig 
the foundation hole” is her motto. She 
cruises around the lakes area in her 
jalopy after she gets her four children 
off to school. Houses that are vacant, 
excavations, buildings with signs of re- 
modeling activity are all her meat. 

Along one wooded area she spotted 
a lone man with a yardstick measuring 
the ground. She stopped, asked if he 
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STORE DEMONSTRATOR 


MRS. FRIEND, wife of owner Billy, handles in-store demonstrations. Recently, 
when a big store demonstration date conflicted with a Parent-Teacher meeting, 
she induced the PTA to change its mind and come to the demonstration. 





were going to build. When he replied, 
“Yes”, he was a gone goose. Conver- 
sation brought out the fact that the 
building contractor’s plans had pro- 
visions for only a sink and a few cab- 
nets in the kitchen. “Building contrac- 
tors aren't very appliance-minded,” 
said Mrs. Loughlin. The owner had 
never heard of a labor-saving, step- 
saving kitchen. Before they parted Mrs. 
Loughlin had sold him on a complete 
U-shaped kitchen. 

\t another place where she hap- 
pened along, workmen were tearing 
down portions of a large house. She 
could find only workmen—she couldn't 
talk business to them. So she returned 
after dinner and found a housekeeper 
who said the owner was definitely a 
man who could afford the best of every- 
thing. She made friends with the house- 
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WISE MAN Billy Friend 
writes most of the 
orders himself, but 
gives plenty of credit 
to the women for their 
efforts to produce sales 
and customer satisfac- 
tion. 


keeper and her husband who is care- 
taker of the estate. Before she left they 
told her all the owner’s plans and when 
and where she could see him. Mr. 
Friend is now working with the build- 
ing contractors installing a modern 
G-E kitchen. 


Part Time, Straight Commission 


Mrs. Loughlin always thought she’d 


like to sell, but she never put it into 
practice until a little over a year and 


a half ago when her doctor told her 


she should get out more into the open. 
It was then she started working for 
Billy Friend on a part time straight 
commission basis. She does her own 
housework, prepares all the meals for 
her husband and four children, and 
works mornings, evenings and Sun- 
days. 
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OUTSIDE SALESWOMAN 


DOROTHY LOUGHLIN catches her prospects wherever she finds them. This one, 
laying the foundation for his own home, was convinced that he ought to have 
an all-electric kitchen. She works almost exclusively from catalogs. 


“Selling is easy,” she says, “all you 
have to do is go after it. Never miss a 
bet—listen to conversations wherever 
trollevs 


you are—lunchrooms, bars, 


busses. You never know when you'll 


hear of a person planning to build or 
remodel.” 

Of course she doesn’t always man- 
age to sell a complete kitchen, but 
she has a complete laundry, several 
dishwashers, washers, ironers, and an 
oil burner or two to her credit. 

She never does any demonstrating, 
leaves that to the two capable demon- 
strators on the staff, Mrs. Charles 
Byrne and Mrs, Friend. 

Mrs. Byrne works on a part time 
arrangement, because she has a son 
and a husband to look after between 
times. Her main job is to follow a new 
appliance into the home and demon 
strate its proper use to the customer. 
She stays as long as the customer 
seems to need her. In the course of 


1 


Byrne has 


he demonstration Mrs. 
plenty of opportunity to ta 


11 1 
anou 


other appliances the customer doesn’ 
own. By the time she is ready to 
leave, Mrs. 
are pretty good friends—she’s that kind 
of person. And she takes away wit! 


her a pretty clear idea of what Mrs 


Byrne and the cust 


Customer wants to buy next 

Mr. Friend places no restrictions on 
his home demonstrator—if she cat 
complete the sale of another appli 
ance during a demonstration, she is 
free to do so. If she doesn’t make all 
the sales she at least brings back some 


hot leads and has had a lot of success 


since the first of the year with an 


i1roner deal 
For Every Washer, An lroner 


With everv automatic washer sold, 
ai ironer goes out on trial. Whether 


the customer likes it or not, the ironer 


in with the washer and un- 
crated. During the washer demonstra- 


tion Mrs. Byrne manages to get the 


is moved 


ironer plugged into an outlet and heat- 
ing up so that when the automatic 
washer has completed its wash cycle 
she can carry her demonstration right 
over to the ironer and show how to do 
a complete laundry job. (The flatplate, 
Mrs. Byrne contends, can iron almost 
every article just as it comes out of 
the G-E automatic, because a moisture 


cup in the flatplate solves the excess 


moisture problem. ) 

“In nine cases out of ten,” savs Mrs. 
Byrne, “the customer is so delighted 
with her new washer that she is very 
eceptive to the ironer.” 

Mrs. By e takes plenty of time to 

thorough ironer demonstration— 
otning s sh al it t Then she 
ells the cust er to try thie or it 
er own for a couple oi 
“Out of 18 ironers put out on thits 


basis, 15 were sold,” Mr. Fr 


end says. 


*And here’s one for the people are 
funny’ department—on one such deal 
the automatic washer was returned and 


the customer kept the ironer !” 
Like Mrs. Byrne, Mrs. Friend also 
(Centinued on page 139) 
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SMALL DEALERS demonstrated. Several hundred dealers, their wives and salesmen took refresher courses prior to the 
ironer campaign. Independent neighborhood dealer Lou Weise put Mrs. Sophia Sellin, above, to work at the machine. 


HERE’S no valid reason why 
every appliance dealer shouldn't 


be making money through 
volume sales of electric ironers. 

There is no good reason anymore, 

because the fundamental ideas on 


which most of the appliance industry 
has 
sales-have been exploded by the results 
of instituted 
by the appliance dealers and distrib- 
the around and 
including San Diego, Calif. 


based the sluggishness of ironer 


cooperative promotion 


utors in market area 

Sasically, the promotion followed a 
tried and proven theme. Dealers, dis- 
tributors, manufacturers and the utility 
“Ironer Demon- 
stration Week” from May 2 through 7. 


jointly sponsored an 


Che adults of San Diego County were 
invited through advertising, publicity 
ind point of sale promotion to visit a 
participating 
demonstration. 


dealer and receive an 


, “t 
1roner Then cuese 
prospects filled out tickets representing 

i. chance to win one of the 13 ironers 


given free during the campaign. 


On the surface, the results, to quote 
articipants and observers, were “out 
f this world.” During the six days of 
le Campaign, one of every 10 possible 
186 of an. electri rone n the 

t are pas ed the an<| OST 
mportant obstacle wn and 
( ed ( | ) ) 

y presented irone ration. 11 
x \ f if rilers V¢ 
»rded r the names and 
l ldr ses | N S00) hie Prospects 


who now knew the their stores and 


their merchandise, and had witnessed a 


demonstration. During the week of the 


and the two following 
weeks, preliminary reports show that 
ironer sales in San Diego County more 
than doubled over the preceding three- 
week period. During the week of the 
ironer promotion, sales of all major 
and traffic appliances jumped to a new 
49 weekly high as a result of the floor 
traffic created, and the full results could 
not be expected until after months of 
follow-up calls, home demonstrations, 
and free trials. 

Underneath the success of the cam- 
paign results that should in- 
fluence the merchandising of every type 
of appliance throughout the country 
during the coming year. On-the-spot 
study by ELECTRICAL MERCHANDISING 
that the San Diego Ironer 
Demonstration Week proved: 

1. That the appliance industry is 
still healthy, because : 

a. The public still is interested in 
electrical still has the 
money or credit to purchase them, 
ind will buy them if sound selling 
techniques are used to create pros- 
pects, to convert prospects into cus- 


promotion 


were 


showed 


appliances, 


tomers and to follow up customers 


for second sales; 


b. Dealers and retail salesmen can 
and 
trained to do a specialty selling job 


be successfully encouraged 
and intensive work 
by the distributor, the distributor's 
salesmen, and manufacturers’ 
sentatives. 

2. That 


ably P because: 


through capable 
repre- 
S( id profit- 


ironers can be 


a. Women can be made interested 
in ironers: 









b. Promotions will produce ironer 
prospects: 

c. Demonstrations—and only dem- 
onstrations—will turn these ironer 
prospects into ironer customers. 

d. Male sales personnel can be 
taught and made to give successful 
ironer demonstrations in store and 
home. 


A Willing Public 


It was no lethargic public that re- 
sponded to the Ironer Week advertis- 
ing and promotion. There is no better 
indication of how wrong has been much 
of the appliance industry’s opinion of 
the public’s attitude toward appliances 
than the pre-campaign estimates of the 
Ironer Week committee—it was felt 
that a total of 800 demonstrations 
might be obtained. It was a wrong- 
guessing but very happy group that 
reported the 8,300 total demonstrations, 
split as follows: “Of the 54 county 
dealers participating, 28 registered 
from 50 to 100 demonstrations each, 


four gave from 100 to 200 each, and 
two gave more than 200 demonstra- 


tions during the week; of the 54 par- 
ticipating city dealers, 23 had from 50 
to 100 demonstrations, seven gave be- 
tween 100 and 200, and five dealers 
gave between 200 and 600 ironer dem- 
onstrations.” No public interest in good 
appliance promotion 7—on Monday, the 
first day, 1205 women asked for dem- 
Tuesday 1241 


onstrations, on more 


came in, and on Wednesday there were 
watching 
demonstrations, 
through the week. 


1407 
ironer 


people professional 


and so on 


AUGUST, 











San Diego’s Ironer Demon- 
stration Week points the 
way to a profitable future 
for promotion- and sales- 
minded dealers, distributors 
and manufacturers. In just 
one week, 103 retailers gave 
8,300 ironer demonstrations, 
boosted all appliance sales, 
and had just begun to reap 
the benefits 


By 
HOWARD J. EMERSON 


NOW IT’S BEEN 


PROVED... 


The chance to win something valu- 
able brought the droves of women, but 
the transition that took place on the 
sales floor amazed most of the retail 
salespeople—women obviously in a 
hurry, wanting to stay only long 
enough for the free ticket, were found 
asking questions, staying after the 
demonstration to talk with the demon- 
strator or other store personnel. Re- 
ported salesman Weaver of Walker’s 
Department store: “Several women 
have come back later in the day either 
to see another demonstration or to 
ask more questions when the crowd 
was not too large.” Said Henry 
Shurra at Whitney’s Department 
Store: “The campaign is a_ success 
because it is forcing women to watch 
an ironer demonstration. Women are 
afraid of ironers and too many have 
heard about ironers only second-hand 
from someone with an old ironer or 
who didn’t receive proper instruction. 
Forcing these women to watch a capa- 
ble demonstrator like our Florence 
Orth is overcoming their fear and cor- 
recting any misbeliefs. After they've 
seen Florence demonstrate, we'll sell 
them.” And Shurra didn’t wait for the 
campaign to end. He sold five ironers 
off the floor during the first three days! 


A Buying Public 


Shurra was not the only salesman in 
San Diego County who sold appliances 
during Ironer Demonstration Week. 
Dealers everywhere in the county re- 
ported that people who came in for the 
ironer demonstration spent consider- 
able time looking over other types of 
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BIG DEALERS demonstrated. At Walker’s Department Store Ironrite’s Jimmie 
Bronson, above, gave nearly 100 demonstrations a day. 


_ AHONERS [ 


TOURING EASY DEALERS, Pam Meyers gave demonsration after demonstration 
for prospects who came only to register for free prize, stayed to learn about ironers 


ot SOLD 








LOCAL UTILITY, San Diego Gas & Electric Co., cooperated by displaying the 
13 ironers donated by distributors and manufacturers, also created and financed 
advertising and publicity for the campaign. 


NATIONAL RECOGNITION came not only from manufacturers and press, but also 
from Ford-sponsored Television Newsreel which took movies of Thor’s Paul 
Chalfont, above, in atmosphere that would encourage many men to take up ironing 


appliances—and sales records show of the campaign, to women who had 


small dealers throughout San Diego in ironer demonstrations, and the ex 
that they bought. 3 


lingered after getting an ironer dem- County brought a variety of reaction to _ perience in giving the demonstrations.” 
In one department store, during the  onstration. But the full return was not the Ironer Week Demonstration. But Another dealer figured that 














nat there 
first two days, one salesman sold an expected for many months. Most deal- there were reactions not connected with were no other result from the promo 
clectric range, two reirigerators and ers used the other side of the contest the immediate flood of prospects and tion than the effect of having the stor 


two washers to women who had come 
in to witness an ironer demonstration. 
Another dealer, out in the county, re- 
ported to the Bureau that he sold five 
refrigerators on Monday, the first day 


ticket to record the various appliances 
in which the contestant showed in- 
terest, so that follow up calls could be 
made. 

Conversation with many large and 
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the pleasant and profitable sales made 
during the campaign. Said mid-town 
dealer Jerry Heilbron: “One of the 
most important things we’ve got out of 
this promotion has been the training 


staff concentrate on ironer demonstra 


would be satisfied. Our people have 
been thinking about ironers all week 
(Continued on page 136) 
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tion and selling tor the one week, 
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FUNCTIONAL, OUTSIDE AND IN, the new General Appliance Co. store occupies a lot 30 ft. wide and 120 ft. deep. The 
front window is angled toward the door—for obvious reasons. Owners Carl Holm (left) and Carl Hagstrom pose with service- 


men and two of the fleet of four trucks. 


The Store That Almost Talks 


Everything works in the General Appliance Co., San Francisco, but it 
doesn’t have to work in the same place twice, thanks to a functional store 
so flexibly designed that any appliance can be operated anywhere 
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By CLOTILDE G. TAYLOR 


where it means “designed for 
the use to which it is to be put”. In 
that sense the store of the General 
Appliance Co. of San Francisco is 
truly functional. The firm, of which 
Carl O. Hagstrom and Carl E. Holm 
are co-owners, has beeing doing busi- 
ness in San Francisco for the past 
two decades and in that time has ex- 
panded far beyond its original scope. 

Early in its postwar operation, the 
partners realized that they needed to 
remodel and revise their set-up in order 
to take full advantage of peace time 
opportunities. At this time they were 
operating out of three stores, among 
which selling, servicing and ware- 
house operations were roughly divided, 
plus additional warehouse facilities 
in other parts of town. They wanted 
their own building, free of the prob- 
lems of rental uncertainties and de- 
signed in every detail to meet their 
needs. Their plans received a setback 
when the lot they had purchased in 
the neighborhood of their former store 
was taken over by the state for its 
own construction purposes. However, 
they were able to secure another space 
in the adjoining block and built the 
present purely functional structure, a 
building designed to meet the require- 
ments of their specialty appliance and 
service organization. 

The location at 369 Fell St. is good 
for their type of business. They oper- 
ate on a city-wide scale (although 
they do not attempt to extend their 
operations beyond the city limits), and 
a purely neighborhood store would 
alienate many of their customers, who 
would not give their patronage to a 


(x4 UNCTIONAL” is a favorite 
term in modern architecture 











SO MUCH LIGHTING flexibility and 
power was built into the store that at 
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rite business located in another residential 
ure, district not their own. On the other 
for hand a major downtown location would 
In be both expensive and difficult to ob- 
eral tain. The district chosen, and already 
» is tested for many years by the General 
nich \ppliance Co., is on the outskirts of 
olm “downtown”, readily reached by pub- 
usi- lic transportation and yet not too con- 
past eested to provide old buildings next 
ex- loor which can later probably be lev- 
pe. ' eled to provide customer parking. 
the ; nae a dae 
1 to Twenty-five “Viewers” Nightly 
nae The building is a three-story struc- 
seis ture of stucco and brick, built 120 it. 
a deep on a 30-ft. lot, to extend from 
a street to a loading alley in the rear. 
ied The front is modern in design, with 
a wa an angled vertical “tower” at one side, 
“ew topped by the company sign. This 
a projects sufficiently so that it can be 
. seen from a distance up and down the 
be 3 street. In addition billboards and side- 
ail building signs located within a block 
7 or two on the main approaches call 
ee attention to the store’s location. The 
its front window, which extends to side- 
ae walk level for maximum view of the 
pace interior, is also slanted in modern style, 
the leading the customer gently to the 
mage doorway. This provides a space which 
aig appears to be part of the sidewalk and 
aad yet is property of the store, where 
appliances may be shown in outdoor 
—_ display. The short side window at the 
cst right, adjacent to the doorway, is pro- 
0 vided with a television outlet and a 
mer set which is kept in action whenever 
se a good program is on. The crowd , 
5 id gathered nightly about this window ' 
ie numbers regularly from 25 to 50. i 
; lhe store inside is brilliantly lighted 4 } 
-s (Centinued on page 128) . 
A SERVICEMAN, more than even a salesman, inspires prospects with confidence in his product knowledge, which may be 


one good reason why serviceman Joe Borne is demonstrating the range to a building contractor and his wife 





GENRAL 
APP LINNAY 














and this writing it had never yet been fully utilized. Some of the lights are blue EVERY MONDAY EVENING servicemen attend training classes. Since salesmen 
at at tinted to contrast with appliances. Metal troughs conceal light sources. are encouraged to make outside sales, selling is emphasized. 
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DEALER 


TV 


SHOW 


Chamberlain's weekly televi- 





sion talent program in New 
Haven, Conn., is the store's 
successful answer to a need 
for low-cost, hard-hitting 
advertising that would at- 
tract mass trade without 


damage toaclass reputation 


By E. C. EDWARDS 


Appliance Manager, Chamberlain's 


O one ever heard of a side show 

with dignity, but that’s just 

about what we had to create for 
Chamberlain’s in New Haven, Conn., 
in order to draw attention to the appli- 
ance department of this 117-year-old 
store without injuring its prestige or 
affronting its upper bracket clientele. 
When I joined the company as ap- 
pliance manager it had an enviable 
reputation as “The Nation’s Oldest 
Furniture Store” and had built up tre- 











BEFORE a stage copy of Chamberlain’s store front young competitors in the company’s Junior Talent Parade program go 
through their paces for the television camera. 


mendous prestige by catering to the 
carriage trade and by handling only 
top brand merchandise. But, for our 
appliance department, at least, we 
needed more of the mass market with- 
out sacrificing our class business. 
Since we had the lines which people 
wanted and the trained personnel with 
which to serve them, the problem re- 
solved itself into one of promotion. We 
didn’t have an advertising program 
which would both command interest 





RESULTS of the first six programs included the mail on store executive R. R. 


Chamberlain’s desk and a new contract for station WNHC-TV. 


Post card 


votes for talent show winners become prospect cards for Chamberlain’s. 
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and be in keeping with the store’s 
reputation. The obvious answer was a 
campaign with a public service angle. 

Competitors made heavy use of both 
radio and the newspapers—heavier use 
in fact than our volume would permit. 
Therefore I was in a particularly open 
frame of mind when a contact man 
from WNHC-TV approached me with 
the idea of using television for my 
medium. I had often thought of the 
possibilities of appliance demonstra- 


tions on television, where you could 
actually show the prospects just what 
you could do for them. After two or 
three months of discussion we came 
up with the idea of a junior talent 
show. This was just what I had been 
looking for. We could be of service to 
the youngsters of Connecticut and at 
the same time be sure that the public 
would watch our show. 

WNHC-TYV, our local station, was 

(Continued on page 74) 





WINNERS of the first show receive their prize from E. C. Edwards, appliance 


manager of the store and author of this article. 


He credits program with a 


10 percent increase in sales during month of February. 
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NEWSPAPER ADS, as shown by the 
scrapbook of the Kansas City Appliance 
Co., are big, eat up five percent of the 
firm’s gross, but are responsible for its 
big volume. H. C. Hunter holds the book. 


BLACKBURN 


BIG 
VOLUME 






... from BiG ADVERTISI 


Five percent of Jack Boring’s gross goes for advertising in Kansas City 
newspapers — which is how he explains a $700,000 volume in 1948 


tertainment pours from the radio, 

there never can be any lack of 
demand for this instrument, declares 
Jack Boring, head of the Kansas City 
Appliance Co. The only difficulty lies 
in catching the attention of those who 
are about to come on the market, and 
in separating the saturated owners 
from the virgin prospects. 

The way the Kansas City Appliance 
Co. accomplishes this is by newspaper 
idvertising. 

It is hard to believe that a 100-ft. 
store out on Troost near 45th Street, 
far from the center of town, could be 
about third best radio advertiser in 
Kansas City, a one-newspaper town, 
but such is the case. 

When most retail stores spend less 
than two percent of their gross on ad- 


Pp ects a torrent of free en- 
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vertising, Jack bangs away with five 
percent. The thing seems to pay off— 
a $700,000 volume last year, and a 
record of one $53,000 day. 

To understand it all you must get 
behind the Boring thinking. His 
neighborhood—to which he grew from 
a basement in Kansas City, Kansas— 
is a place to which most people find 
it easy to drive and where it is simple 
to find a place to park. For Jack Bor- 
ing has ceased to depend on his 
neighborhood for business. 

“The result of this publicity pound- 
ing is a feeling that one should see 
Boring before buying,” he declares. 
“Possibly the fact that I have been 
in radio since 1923 here in Kansas 
City and graduated from Central Park 
High has had a lot to do with making 
my name a trademark for radio. At 


1949 


any rate, we get a flood of traffic irom 
even across the river, and they want to 
know what we have to offer before 
they act.” 


A Pioneer Radio Man 


Jack Boring is a graduate of that 
cradle of merchandising genius, the 
old Mace-Ryer store which developed 
and enriched such men as Cecil Jones, 
Frank Harrison, Billy Lyons, Albert 
Bell. and R. P. White. 

Of course the store sells other ap- 
pliances, but Jack Boring’s first love 
is radio and he spent ten years in thi 
service end of the business. That is 
why when a new proposition is offered 
him, he gets a sample and takes it 
back to the service department and 
examines it to see if the value is there. 
He is an opportunist for bargain buys 


and most of the volume of advertising 
done by the firm is based on price ap- 
peal. At Christmas time he gave all 
his trade-ins to unfortunates, over 
$3,000 worth of old radios. 

Good value for trade-ins makes peo- 
ple act today, in the Boring opinion. 
\ saving in money is what people are 
looking for. He permits the store to 
sell off-brand radios only 90 days, just 
before Christmas. People want brand 
names, wide cabinets and _ record 
changers in radios, he says. 

The Kansas City Appliance Co. op- 
erates its own trucks and service de- 
partment, and checks over all incom- 
ing merchandise. Any radio bought 
from the firm will play, Kansas Citians 
believe, and if there is anything wrong 
it is no time at all until it is fixed. 
Jack’s service manager was with him 
eight years before the war and is a 
veteran almost as well known as Jack 
Boring himself. Quite recently he sent 
ill of his men to a television school in 
der to get them ready for television. 

The store moves, Boring thinks, 
about 2,000 radios a year, around 700 
electric ranges, a thousand washers 
and possibly a thousand refrigerators. 

The five salesmen work on a five 

( Continued on page 8&0) 
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GENERAL MILLS LAUNCHES 


with the greatest consumer 


SPONSORED BY BETTY CROCKER. 
America’s best known, most respect- 
ed homemaking authority assures 
women of the dependable, trouble- 
free service they want in an appli- 
ance. Her word pre-sells women. 











AUTOMATIC TOASTER to be introduced 


in full page ads in top magazines... in big 
space newspaper ads in key cities 


The General Mills Automatic Toaster gets a sales-rousing 
send-off in full page, full color ads in early fall issues of 
the SATURDAY EVENING Post, WOMAN’s HomME Com- 
PANION, BETTER HomMES & GARDENS... in full page, 
black and white ads in HOUSEHOLD, COUNTRY GENTLE- 


MAN, SUCCESSFUL FARMING... in a gigantic newspaper 


campaign in key cities. AND the sales force of Betty 
Crocker’s MAGAZINE OF THE AtzR will back the new toaster 


in September and October programs! 


EXCLUSIVE TRU-HEAT TIMER sets a 
new standard of performance. Not a 
single, but a double thermostat, 
automatically compensates for heat 
variations in toaster. . . assures 
evenly-browned toast every time. 





EXTRA-HIGH POP-UP ends finger burns 
... poking in slots with a fork. At last 
an automatic toaster in which even 
irregular, undersized pieces of toast 
may be easily removed! Even buns, 
biscuits or muffins lift extra high. 
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DESIGN VOTED "BEST" in a survey of 
thousands of women. Softly rounded 
case in gleaming chrome plate cra- 
died in lustrous black plastic. Comes 
in an attractive red polka dot carton 
to give it extra-gift appeal! 


1949—ELECTRICAL MERCHANDISING 





—_ 




















NEW AUTOMATIC TOASTER 


Offer in appliance history! 


Now...big coupon values given 
for “wn Vis) Mihi Silwerware 


MADE BY ONEIDA COMMUNITY SILVERSMITHS IN GENUINE TUDOR PLATE 












Already—millions of women are collecting Queen 
Bess Silverware—offered only with General Mills 
food products: Wheaties « Kix « Cheerios « 
Betty Crocker Cereal Tray « Softasilk Cake 
Flour « Bisquick « Betty Crocker Soups « Apple 
Pyequick « Crustquick « Betty Crocker Cake 

ixes ¢ Sperry Products (on West Coast). 
NOW, the proven power of this silverware as a 


sales attraction will go to work for you . . . make 
these millions of women hot prospects for toaster 
sales. 





Queen Bess Pattern Silverware, 
created exclusively for General Mills 
in extra-heavy, reinforced Tudor Plate 
by Oneida Community Silversmiths — 
one of the oldest makers of quality 
silverplate in America. Customers will 
want to add new pieces to their collec- 
tions ...or start new silverware sets. 


Nothing for you to handle! Customers send their 
dated sales slip directly to General Mills to get 
their silverware coupons. 


— a, _ 


be a 


——— -— aan —_ eran 


. 75 COUPON VALUES 
GIVEN WITH TOASTER! 


Big silverware offer with other 


) 
General Mills Home Appliances, too! < 
4 
\ 





\ 
( 
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Tru-Heat Iron 
cB 
A 


jg +40 COUPON VALUES 


? A Steam Ironing Attachment 
> 7 25 COUPON VALUES 





/ 


ln 
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Carton cards, display pieces, retail cut and 
mat service and Betty Crocker transcriptions 
—all available through General Mills! 
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THIS IS the small television set which Henry Birkenstock, St. Louis, loans out to make sales. 


Overnight Loans 
Build Video Volume 


PEADY television es volume 
[ , 
i iveragil K tee ets per montn 


bee ung up by Community Appli- 

" ( 3627 S. Grand, St. Louis, 
rough encouraging homeowner pro 
pe o buy with an vernig lo 
ico tration 

He vy i Birke “ ¢ yt thie 
electrical dealership, hit upon this idea 
back in spring of 1948, after he had 
taged two or three “television parties” 


in cooperation with the Union Electric 
Noting the 
high percentage of sales per prospect 


who had an opportunity to operate a 


Company, St. Louis utility 


television set themselve while guests 


»f the store, Birkenstock determined to 
fo into outside selling more aggres 
sively, and to “take the television set 


ight into the home.” 


lot of people look television 
sets in operation in cocktail lounges, 
vindow displays, etc., without the least 
notion of what their cost may be « 
iow much they can be enjoyed at 
n Birkenstock indicated. “Our 
i ro thus is designed to I 
istome lave the teiev mm set 
ll ‘ t home for enough tim« 
to f rize the family with it, get 
t p ind create a real d 
mal 
Invitation for Tryout 
Since early this year, every vide 


th ¢ 


prospec who comes into le store as 
the result of advertising, outside calls 
by three salesmen, or responding t 
window displays, receives an invitation 
to try out the set at home, at Com 
munity Appliance Co. expense. Kept 
in stock are six small-size video re- 


Ccelvé each equipped with a portable 
T-antenna, which Birkenstock has 
found is sufficient for good rec eption 


most anywhere within the city limits. 


, 
When the pro t plays tual in 
t in the set ugh to be con- 
ered a “hot prospect” tne salesman 
» is waiting on him offers to bring 
" 
] trie ill i ) \ itever 
tag 
t prospect to be left 
wernight and picked up the mot 


‘We don’t advertise the plan at al 


Birkenstock said, “Since we 


;* 
| 
Ay 


would 


undoubtedly be flooded with requests 
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tor video loans. Instead, we hold back 
the ofter until it is certain that the 
prospect is genuinely interested, and 
then give him plenty of cooperation. 
Even using a small set and a portable 
intenna, the installation costs are high, 
ind we are careful not to waste any 
of it.” 

\ppointments are scheduled so that 
t is certain that a television receiver 
ind aerial will be avatlable at the speci 
fied time. If possible, the set is de- 
livered by the salesman who first con- 
tacted the prospect, either on outside 
calls or in the store. The small model, 
elling around $350, is carried easily 
in a protective box in the salesman’s 
ir, and inside the home, is moved 
iround from one position to anothe1 
until it shows best reception. Then the 
family members are “checked out” on 
how to tune it, adjust brilliance, focus, 
etc., and invited to see several pro 
grams scheduled for that evening 
Birkenstock’s salesmen have found it 
wise to keep a handy typewritten list o1 
programs with the set, which gives the 
housewife and husband alike programs 
ot separate interest to watch 


Limit—One Evening 


lhe set is picked up again the follow 
ing morning, always at an appointed 
time, and checked over to be ready fo1 
use in still another home the same 
vening if there has been an appoint- 
nent made. “By leaving the set only 
me evening, we have found a lot of 
ysychological sales advantages,” Birk- 
“That’s suthcient time 
ior everyone in the family to enjoy it 


enstock said. 


ind develop a real interest, but hardly 
enough time for them to explore all of 
ts possibilities. We think that the 
homeowner who has used the set for a 
single evening is far more likely to buy 
than the prospect who has a set for 
everal days on end ind usually he'll 
buy sooner.” 

[he outside sales crew follows up 
ich demonstration within a week if 
no sale is forthcoming immediately, 
ind again a month later, after the 
prospect has had plenty of time to 
’ By sticking to the 
prospect in this way, almost three- 
fourths eventually buy. 


think it over.’ 





ONE OF THE MANY SERVICE TRUCKS of George’s Radio and Television Co., 


Washington, D. C., receives a call from service headquarters. 


Two-Way Mobile Service 
Speeds Up Repair Calls 


LAIMING to be the first retailer 

in the country to use a two-way 
mobile communication service so as to 
give customers prompt attention to re- 
pairs, George’s Radio & Television Co. 
of Washington, D. C., reports that the 
innovation has given a heavy impetus 
to sales. 

Under the system, service calls for 
both radio and television are dispatched 
immediately to the company’s 15 trucks 
already on the road within a 35-mile 
radius. A customer phones into the 
main office reporting trouble and 
within 10 to 30 minutes the repair man 
is at hand to look into it and make the 
needed adjustments. 

As a result of this speedy service 
sales are mounting, especially among 


A FEW OF the trucks, equipped with two-way mobile radio service, are shown ready 





THE FIRM’S DISPATCHER, H. 
Spencer, calls a service truck. 





to go. The firm has a total of 15 on the road. 
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television users, according to Philip 
P. Keller, advertising and general 


manager of the chain of seven radio 


retail stores in the Washington area. 
Mr. Keller said the license granted his 
firm by the Federal Communications 
Commission is the first in the nation’s 
capital and for the rest of the nation 
as well. 

He explained, “In the present more 
or less experimental stages of video, 
television sets are much more sensitive 
than radio. It is possible to listen to 
a squeaking radio until it’s repaired, 
but nobody has the patience to witness 





a shimmering, 


television 





flickering 
screen, 

“We feel that our television set pur- 
chasers have a right to expect the ulti- 
mate in repair service, for only by 
using the latest techniques afforded 
can the retailer hope to give efficient 
and rapid attention to calls that come 
in. The expense involved has more 
than justified itself in added customer 
goodwill and increased sales. We are 
simply carrying out a service that all 
retailers will sooner or later have to 
render if they hope to successfully 
merchandise television sets.” 





LET THE PROSPECT try with a towel to get the feel of the controls. 


Their Photo in the Paper 
Gets Ironer Prospects 


\V HEN a customer brings in a 

friend interested in purchasing 
an ironer, Walter H. Berlet, Casper, 
Wyoming, asks if he might use 
her name and picture in the newspaper 
as a personal testimonial of why she 
liked her ironer. When he started to 
run these ads he found he was besieged 
with women wanting their pictures in 
the paper and soon he had a waiting 
list of 25 names. 

To get leads, the usual radio spot 
advertising on the local Casper station 
was used, in addition to newspaper 
space in the Tribune-Herald. 

Convinced that demonstrations given 
by a man carry more weight, Walter 
Berlet takes over with most prospects 
entering the store, and consummates 
most sales within the store. While he 
does make home demonstrations, trying 
to close such sales on the first call, still 
these are secondary in his plan of 


things. 
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With a dark towel at hand, Berlet 
sits down at the ironer, explaining the 
knee control action and sleeve size roll. 
After running the towel through to 
show control action in the press and 
hold positions, the customer is invited 
to sit down and run the towel through, 
with the thermostat on off position. 
Comes the explanation of how to do a 
shirt by threading the towel across the 
roll as sleeves of a shirt would be 
threaded, pulling the towel back up as 
the right sleeve would be done. Then 
the towel is run through the machine 
as would be done the flat work on the 
back. Three minutes only are needed 
for this entire demonstration. 

A sales record of 600 ironers, 
100 semi-automatic washers and 25 
wringer type machines for 12 months 
makes it pretty conclusive that “old 
and trusted” procedures can be dressed 
up and used in present day sales 
strategy. 
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WADE PATRICK, 


shows how he leans back and enjoys television programs. 














who has operated a business from a bed since World War |, 


175-Mile Television 


— Hi. C. Bontig of Zenith 
was a distributor in Kansas 
City he used to know a dealer by 
the name of Wade Patrick, in Brook- 
field, Mo. So did Leonard Truesdell 
of Hotpoint, and Jimmy Rasmussen, 
today a manufacturers’ 
in Chicago. 

Where Wade Patrick was unique 


representative 


was in operating a store from a bed. 
A flyer, he had cracked up in World 
War I, and ran a business by tele- 
phone and with an ingenious arrange- 
ment of strings which pulled things to 
him. 

One day recently, H. C. Bonfig got 
a long distance call from Brookfield. 

“T know your distributor in Kansas 
City hasn’t any television sets yet,” 
Wade Patrick told him, “but I want 
to experiment—can't you’ send me 
a table model, the best you've got?” 


TV Aerial 90 Feet Up 


Mr. Bonfig would and did. Out in 
the backyard of the Patrick store was 
erected a 90 ft. pole and 80 ft. aerial 
which he has never been able to see. 





lhe cost of construction, he said, was 
$615. 

Whereupon Mr. Patrick, who has 
sold Brookfield 12 percent of its radio, 
50 percent of its refrigeration and has 
delivered commercial refrigeration to 
23 out of 26 grocers and meat markets 
in the city, began experimenting wit! 
television. 

St. Louis was 175 miles away, but 
the Patrick luck held and he got re- 
ception. Local end of the 
came over a separate speaker and the 
television unit came on at full strength. 

“T saw Truman at the inauguration 
close enough to shake hands with,” 
says Wade. 

Reception is spotty but for a devotee 
of the sport, Mr. Patrick proves that 
television is reaching out to a much 
wider area than suspected by the manu- 
facturers. 

In this belief he is joined by the 
proprietors of the World Radio & 
Television Co., 110 E. William St.. 
Decatur, Ill., who pick up St. Louis, 
120 miles away and are selling sets 
about town. 


business 








THIS 80 FT. AERIAL costing $615, picks up television very satistactorily from St. 
Louis, 175 miles away. Mr. Patrick has a table model set. 
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Boergat. 


PLANNERS of the promotion were, left to right: John Shwaryk, 
Westinghouse representative 
chandise manager; 


Irving Bezanson, 
and Fred Sauter 


general 
appliance manager. 


mer- 


One Day Sal 
Cleans Out 
Consoles 


ny 


ae 4 em 


NOR 


deale rs 


profit-poor and frus- general merchandise manager. “Mail 

trated by slow moving radio in- nd phone orders were received from 
ventories, L. A. Witherill, Inc Moravia, Ithaca, Rome and other cities 
Syracuse, N. Y., department store, re n a 50 mile radius. No table models 


cently offered one solution—a one day were advertised and consoles outsold 


console sale heralded by enough ad table models ten to one. The featur | 
vertising clamor and handled with models were sold out, including dis- 
enough merchandising know-how to  tributor’s stocks on Westinghouse 


make people buy models 183 and 171. Traffic engendered 
by the ad also resulted in a more than 


normal 


“General result excellent,” 


vere 


said Irving E. Bezanson, the store’s business in ranges, refrig- 





PROMOTIONAL MODELS were demonstrated as well as displayed at the foyer 
entrance. Salesman DeRocha demonstrated this set practically on the sidewalk. 
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ia Our Appliance 
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erators and several other appliances.” 

Responsible with Bezanson for suc- 
cess of the plan were Fred Sauter, the 
store’s appliance manager, and John 
Shwaryk, branch representative for 
\Vestinghouse radio and _ television. 
Planning of these three resulted in a 
full-page ad in the Sunday edition of a 
Syracuse newspaper; promotional 
models of consoles on display at 


elevator and store entrances, at stair- 


EARLY MORNING prospects, fully informed by good advertising and promotion of the radio bargains 
available at Witherill’s one day sale, hustled into the store to be met by promotional models flanking 
elevator entrances on all five floors, at all store entrances, stair-heads and landings. 


heads and landings, in a window, and 
displayed and demonstrated in the out- 
side foyer of the store. Salesmen par- 
ticipated in two two-hour meetings de- 
signed to brush them up on product 
knowledge. Crowning touch in a cam- 
paign to convince consumers that here 
was something not to be missed was 
the opening of the store doors at nine 
o'clock Monday morning—three hours 
earlier than usual. End 


DISPLAYS in the store’s appliance and radio department carried out the theme 
of the promotion—which stressed savings to the consumer. 
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Mertland Automatic Electric Water Heaters are individually tested 


. . . AFTER heating elements and thermostat wells are installed . . . 





2 
under 300 pounds hydrostatic pressure. Again, each individual 


COMPLETED heater is given a special, rigid test with compressed HIT THE TARGET 
air just before crating. Mertland working pressure is guaranteed 
IN TWO PRICE BRACKETS 


150 pounds and you can depend on it, they will take far more than 
guaranteed. Mertland builds ‘em careful . . . and builds ‘em right! - 
| You know it’s the truth, that folks are shopping around for value STANDARD MODELS FOR BUDGETEERS. 
| today. And that is just what the Mertland dealer can give them... val 
DELUXE MODELS WITH 10 YEAR WARRANTY 


point for point quality . . . at prices that make sense to your cus- 


tomers and make profits for you. AND FACTORY INSTALLED MAGNESIUM ANODIC ROD. 


COMPLETE LINE...10 TO 100 GALLON CAPACITIES...SIZES AND SHAPES FOR EVERY 


DEMAND...TABLE TOP MODELS 35 AND 45 GALLON CAPACITIES. 


me =? \ 1; HEDGES wn: 


MAGNESIUM [SI Sa oem orn ROR IR oe RA 


M. M. HEDGES MANUFACTURING COMPANY, INC. 
MEMBER OF NATIONAL ELECTRICAL MANUFACTURERS ASSOCIAT K 
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AAW AAA _.. FIRST and FINEST in the HOME FREEZER FIELD! 


WHATS IN A NAME? 
here's Profit in This one! 


re 


TRADE-MARK REG. U. 5. PAT. 


OFF. 


Pacemaker Since 1938... 


First Choice in America’s Homes! 


| “y 

‘on a> “DEEPFREEZE” is the best known name among 
home freezers. Deepfreeze was First in the 
field, First to win acceptance as America’s great- 
est home convenience. The name ‘‘Deepfreeze”’ 
has tremendous sales value, standing for quality 

and proven performance wherever it appears. 
“Deepfreeze” is the registered trademark of Deepfreeze 
Division, Motor Products Corporation. Only home freezers 
manufactured by Deepfreeze Division, Motor Products Cor- 


poration can bear this famous trade name. Only authorized 
dealers can use the name “Deepfreeze home freezer’! 


THE DEEPFREEZE LINE IS THE PROFIT LINE FOR '49 


Deepfreeze national advertising for 1949 is sales-making ad- 
vertising. It is backed by the most complete dealer sales pro- 
motion program in Deepfreeze history. The Deepfreeze franchise 
is the Prorit franchise for ’49. 

Your Deepfreeze distributor has complete information on 


the Deepfreeze home freezer line, sales training helps for 
dealers, the sales promotion program, and the many great 
selling aids available for dealers! 








¢ Tranchite 
Nukes Oollart and See! 


Your Deepfreeze distributor will gladly explain details 
of the Deepfreeze franchise. Ask him about the nati I 
advertising program and the many practical selling 
aids for Deepfreeze dealers. You can sell ‘em by the 
carload for a handsome profit! Don’t delay—see your 
distributor today or write direct for details about 
America’s Number 1 home freezer franchise. 


The Deeofreeg 




















DEEPFREEZE DIVISION © MOTOR PRODUCTS CORPORATION © NORTH CHICAGO, ILLINOIS . 


De@epirO@ZE —America’s Fastest Selling Home Freezer Line 


Deluxe Model C-10 

Holds more than 350 
pounds of assorted 
food Price, delivered 
and installed—$424.50 
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Deluxe Model C-6 

Holds more than 210 
pounds of assorted 
food. Price, delivered 
and installed—$249.95 


Model B-10 

Holds more than 350 
pounds of assorted 
food. Price, delivered 
and installed— $369.50 


Modei B-6 

Holds more thar 210 
pounds of assorted 
food. Price, delivered 
and installed— $229.95 
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Deluxe Model C-18 

Holds more than 612 pounds 
of assorted food. Price, de!.v- 
ered and installed—$599 50 




















TRIPLE THREAT SELLING 
ta = 


lemy 





THREAT 1: Mechanical features are demonstrated to every 
prospect, with emphasis on the elimination of labor through auto- 


matic soaking, rinsing, sediment removal and soap injection. 


THREAT 2: As a modern appliance, the automatic washer 


belongs in the home, explains home economist Josephine Pennick 
(left). It represents the best solution to laundry problems. 


All-Out on Automatics 


Helman-Humphries, Inc., West Palm Beach, claims 


THREAT 3: Price must be measured in terms of value to the 


user, partner Humphries (right) explains to a man who has to be 
shown that convenience and ease more than make up for cost. 








its method sells almost every automatic washer prospect 


| By A. B. WINDHAM 





HREE important sales ap- 
proaches, properly exploited, 
will sell an automatic washer to 
almost every prospect, claims Helman 
and Humphries, Inc., of 202 Datura 
St., West Palm Beach, Fla. 
Obviously practicing what they 
preach, partners Helman and Hum- 
phries make automatic washer sales ac- 
count for ten percent of a $300,000 
annual volume, although they operate 
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only in Palm Beach, West Palm Beach 
and one or two suburbs. 

Their program: Sell a washer on 
(1) its mechanical features, (2) its 
place as a modern appliance in the 
home and (3) its value in convenience 
and comfort as compared with its cost. 

“We emphasize four mechanical fea- 
tures to the prospect,” says Helman. 
“These are, first, the ease of soaking 

(Continued on page 140) 
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EDUCATING the public to use and appreciate automatic washers is one of the 
aims of Helman-Humphries, Inc., which is why it sells self-service laundries. 
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$3.19 Air Express cost helped this 


‘ wildcatter strike it rich! 





with, 


Wier Hide 


» 
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When a pump valve goes while drilling for oil, it’s costly. Idle men and 
equipment make profits evaporate. It happened to a wildcatter at 4 P.M. 
Phoned 800 miles away for parts—delivered 11 P.M. that night by Air 
Express. 12 lbs. cost only $3.19. (Regular use of Air Express keeps any 


business moving at a profitable clip.) 
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$3.19 was complete cost. Air Ex- Air Express goes on all Scheduled 
press charges include speedy pick- Airline flights. Frequent schedules 
up and delivery service. Receipt —coast-to-coast overnight deliv- 
for shipment, too. Makes the eries. Direct by air to 1300 cities, 
world’s fastest shipping service fastest air-rail to 22,000 off-airline 


exceptionally convenient. offices. Use it regularly! 


Facts on low Air Express rates 


Special dies (28 lbs.) go 500 miles for $1.30. 
6-lb. carton of vacuum tubes goes 900 miles for $2.10. 
(Same day delivery if you ship early.) 


Only Air Express gives you all these advantages: Special pick-up 
and delivery at no extra cost. You get a receipt for every shipment 
and delivery is proved by signature of consignee. One-carrier 
responsibility. Assured protection, too—valuation coverage up to 
$50 without extra charge. Practically no limitation on size or weight. 
For fast shipping action, phone Air Express Division, Railway 
Express Agency. And specify “Air Express delivery”’ on orders. 


SPEYY fj ES 








~~ 


AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 


SCHEDULED AIRLINES of THE uU.s. 
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GETS THERE F1RST—_—— 


Rates include pick-up and delivery door 
e to door in all principal towns and cities 


Why We Returned to Appliance Merchandising 





sumption by residential and farm 
users from an average of 1232 kw.-hr. 
to the national average of 1498 kw.-hr. 
This is no easy nut to crack, for 
PP&L’s 428,000 residential and rural 
customers are scattered over 9,300 
square miles of territory. Some 40,000 
of our rural customers are real dirt 
farmers, and four of the company’s ten 
operating divisions (Schuylkill, 
Wilkes-Barre, Hazleton and Potts- 
ville) are in anthracite coal-producing 
areas where the average annual elec- 
tric use by home and farm customers 
is as low as 854.2 kw.-hr. 

Now that we have appliances back 
on our sales floors, our own employees, 
of which there are 6,500, have sud- 
denly again become appliance-con- 
scious. Now that they can examine 
the latest models and learn their fea- 
tures, they take great pride in talking 
about them to their friends and neigh- 
bors outside the company. This has 
been a great immediate help in meeting 
competition for major domestic busi- 
ness, particularly L-P gas. 

So far, the actual merchandising 
done by the company has been negligi- 
ble. Total sales are barely five percent 
of what they were in 1941. We made 
no public announcement of our return 
to merchandising and have done no 
advertising. Out of 105 people in the 
residential sales department, only ten 
are selling appliances—one in each of 
the divisional offices. Their activities 
are limited. They are instructed to dem- 
onstrate the appliance, but to sell the 
service which it performs rather than 
the brand name. All sales are on a 
strictly cash basis. We are now show- 
ing one line of refrigerators, three 
lines of ranges, three lines of home 
freezers, one make of water heater, 
one make of automatic washer, laundry 
dryer, ironer and dishwasher. No traf- 
fic appliances are presently handled. 

About 80 percent of our dealers at- 
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tended the meetings at which we an- 
nounced our return to selling. We said 
then that our plans are primarily 
dealer cooperative. We pointed out 
that our salesgirls would demonstrate 
the service of the appliances rather 
than product features. We told them 
that we would continue our promo- 
tional assistance and, to prove it, an- 
nounced a range campaign for No- 
vember and December. The dealer re- 
action on the whole was favorable. A 
few, of course, were a little suspicious, 
but have since discovered that the com- 
pany’s efforts have been in line with 
our aim of greater market develop- 
ment. Our whole history has been one 
of dealer cooperation: Back in 1932 
we started to push sales for dealers in 
our own retail advertising, with slo- 
gans like “see your local appliance 
dealer.” In 1937 we revised our sales- 
man compensation plan to make our 
retail selling efforts as cooperative 
with dealers as our advertising. We 
began to pay our salesmen their regu- 
lar commission for any appliance on 
which they got the customer’s buying 
decision, whether the appliance sale 
was actually made by the company or 
a dealer. We shall, of course, continue 
to cooperate with dealers, because it is 
in our best interests to do so. 


Dealer Ads J d 


P 








One result of our decision to sell 
again was a sudden increase in dealer 
advertising which was, I think, partly 
responsible for the fact that appliance 
sales in our area stayed high during 
the last two months of 1948 when vol- 
ume in much of the nation was begin- 
ning to fall off. 

Our return to selling has shown 
dealers the need for training sales- 
men, getting out and doing a creative 
selling job, not because of any im- 
mediate effect of our competition, but 

(Continued.on page 62) 
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“WELL, WHICH SHALL IT BE—TOAST, MUSIC, OR THE CORRECT TIME?” 








GOLDSTEIN 
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Many of America’s important manufacturers of TV re- 
ceivers will presently announce fo your customers a wider 
variety of screen sizes in PROTELGRAM-equipped receivers. 

These manufacturers have already introduced to the 
trade their sets featuring the popular 192-square-inch 
picture (16” x 12”, 20” diagonal, square corners). 

Look to them for early news about these two companion 
sizes—130 square inches with 16” diagonal and rounded 
corners, and 234 square inches with 20” diagonal and 
rounded corners. 

And the latest version of PROTELGRAM for the projec- 
tion of a giant 3’ x 4’ picture on a home-movie type screen 
is now available from several well-known makers, with 
others soon to be announced. 

















HWE 


Television 


... na choice of picture sizes! 


PROTELGRAM is the result of nearly fifteen years of devel- 
opment by the world’s greatest electronic laboratories. 
It is an entirely new conception of quality television 
picture reproduction—a big Jife-size, more life-like image 
free from glare and easier on the eyes—at the lowest cost 
per square inch of viewing area. 

PROTELGRAM has been adopted by leading TV manu- 
f.cturers because it is the perfect answer to your customers’ 
cemand for bigger, better, more true-to-life television. 
it is your best bet for bigger television profits in 1949. Get 
tne facts today on the profit-making opportunities in 
PROTELGRAM-equipped receivers. North American Philips 
Company, Inc., Dept. PF-7,}100 East 42nd Street, New 
York 17, N.Y. 


en exctustve develop ment of 





NORTH AMERICAN PHILIPS 





See our exhibit at the NAMM Convention + Room 702, Hotel New Yorker + July 25—28, 1949 
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CHAMPION SPACE-SAVING 
SILENT SALESMEN 


That Sell More Lamps and Make More Money For YOU 





The LITTLE GIANT 


An incandescent-fluores- 


cent lamp display that's f 


a real knockout—small 
cagiapion 
amos 


enough for counter | 
; ere 


but with the sock and 
eye-appeal to rate a fea- 
ture spot in your 


















W indow 


The MIGHTY MIDGET 


Packs a lot of “‘sell” in a 
small space. 

A sturdy cardboard floor 
stand that reaches out 
and reminds your custo- 
mers that they do need 


lamp replacements 
(everybody does!) 
These are but two of 


the many “buaying-impulse” 
stimulators available for use 
right in your store—all de- 
signed to do a big job for 
continuous, profitable sales 
of CHAMPION Incandes- 
cent and Fluorescent Lamps 
of all types and sizes, and 
do it in a small space. 


CHAMPION LAMP WORKS 


Lynn, Massachusetts 





Champion Lamp Works Tell us how we can get the one checked ond put it to work making lamp soles. 
lynn, Mess. 

Our nome is | 

We like the looks of ! 

The MIGHTY MIDGET Adéres | 

The LITTLE GIANT Our preferred wholesoler is... . . . ° ! 

enaaiGnatns aban eben ab eheb aba enan anemia eine ekininatebeniak a eabineis a 
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Why We Returned to Appliance Merchandising 





because of the effect that our com- 
petition might have as time goes on. 
Our distributors tell us that in many 
instances dealers have become more 
amenable to suggestions for sales 
training and active promotional efforts. 
Substantial dealers know that our ac- 
tivities create prospects. They realize 
that if we are going back into a selling 
activity it must be time for them to 
get ready to cash in on the prospects 
that we help develop. We are going to 
stay 100 percent cooperative and pro- 
motional with dealers. But if there is 
indication that dealers aren’t properly 
cultivating any areas, particularly 
rural, and get a full share of the con- 
sumer’s dollar spent for electric appli- 
ances, we will be obliged to put our 
own men out ringing doorbells. 

The kind of cooperation that we are 
giving retailers is exemplified by the 
range campaign, November 1 to De- 
cember 21. In that period our dealers 
sold 3,702 units. For the entire year 
they sold 18,662. Top dealers were 
awarded prizes of certified Lamps, 
prizes which we hoped would en- 
courage them to both use and sell these 
better lighting and good load-building 
items. 

A water heater campaign conducted 
last September helped boost total sales 
for the year to 7,204 units. In this pro- 
motion, among other things, we gave 
dealers a set of four post cards to mail 
out to all postwar range purchasers. 
Dealer water heater sales more than 
doubled the previous years’ records 
during this campaign period, 


All-Electric Campaigns 


These campaigns were successful, 
but we are most proud of our continu- 
ing “Go All-Electric”’ promotions 
which, in the form of cooking schools 
and appliance demonstrations in 
granges, churches, schools and stores, 
reached 10 percent of our total cus- 
tomers and 40 percent of our rural 
customers last year. To accomplish 
this, our personnel put on 336 dem- 
onstrations for 47,000 consumers in 
1948. All of these demonstrations are 
conducted for and under the spon- 
sorship of local dealers, who provide 
only the food and the appliances and 
who reap all the sales profits. The 
average cost to a dealer is about $20. 
Groups are contacted and invited by 
the sponsoring dealer who pays or- 
ganization treasurers 10 cents a head 
for attendance and pays for the adver- 
tising. The company reimburses the 
dealer for the amount paid by the 
dealer to the organization. The com- 
pany also furnishes prospect registra- 
tion cards, demonstration personnel, 
and the EEI movie, “It Happened in 
the Kitchen.” The new EEI movie, 
“The Constant Bride,” is now being 
used at these demonstrations. Dealer 
reports show that these programs have 
done the job for which they were de- 
signed. As a typical example, one 
rural dealer sponsored a demonstration 
which was held across the street from, 
and at the same time as a similar pro- 
gram was being conducted by a lique- 
fied petroleum gas merchant. Nearly 
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140 adults attended the electrical show, 
but only 20 trickled into the gas deal- 
er’s store. Prospects developed included 
19 electric ranges, 15 radios, 7 water 
heaters, 25 refrigerators, 11 washers, 
9 home freezers, and others. The 
success of the “Go All-Electric” co- 
operative program by the company and 
dealers contributed largely to winning 
national awards for 1948 in both the 
Hughes Electric Range and Electric 
Water Heater competition. 

We shall continue this kind of all- 
out dealer support. 

For example, on June Ist we started 
an intensive four-month “Of Course— 
It’s Electric’ promotion, featuring 
ranges, water heaters, dishwashers and 
freezers. This promotion includes ex- 
panded advertising, sales incentives for 
dealers and their salesmen, new dem- 
onstration techniques and liberal use of 
national “Of Course—It’s Electric” 
promotional materials. The entire cam- 
paign is aimed at increasing dealer ma- 
jor appliance sales. 

A large part of our sales promotion 
budget has been ear-marked for such 
dealer promotional activities. Helping 
the dealer sell will, as always, be the 
main object of our planning. We had 
to go back into merchandising because 
in 9,300 square miles of territory, most 
of which is in rural and small town 
areas, a display of merchandise on our 
floors is essential to market develop- 
ment for the dealer and revenue-build- 
ing for ourselves. Seventy percent of 
our customers pay their power bills in 
cash. Many of them come to town 
for that specific purpose and would 
seldom be exposed to electric appli- 
ances and selling except on our sales 
floors. A great percentage of our deal- 
ers in rural areas display and sell with 
equal enthusiasm electric and L-P gas 
appliances. Other dealers sell L-P gas 
and gas appliances exclusively. The 
prestige of the utility is a powerful 
factor in inducing its customers to 
buy and use electrical appliances. 
Whether they buy them from us or 
from independent dealers doesn’t mat- 
ter. The important thing is that they 
buy them. End 





| We carry ALL THREE 
SPEEDS + RECORD 
PLAYERS 








“WELL, WHAT'S NEW WITH YOU?—NOTHING, 
| HOPE!” 
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A BOCK TELEVISION 
Direct-to-Dealer \Al \JF 


Unmatched at Any Summer Market 


199% 


BiG 61 SQUARE INCH 
PICTURE 


Plus Top Discounts in the Industry! 





BUILT-IN ANTENNA 


MAHOGANY WOOD 
CABINET 


PRODUCT OF 
BENDIX AVIATION 
CORPORATION 


Here’s dramatic new proof that our money-saving yours exclusively in your community—and you 
direct-to-dealer selling plan really pays off for you have a combination unequalled in the television 
and your customers. A big-name, full-size television world. Just show it and you'll sell it because in 
set at this price is sensational all by itself. Add the price, size, quality and performance it is made- 
fact that it carries a substantial discount—and is _ to-order for 9 homes out of 10. 


HIGHLIGHTS OF THE FINEST PROFIT PLAN IN THE INDUSTRY— Exclusive 
dealership . . . direct factory-to-dealer franchise ... rush shipments from nearby ware- 
houses . . . exceptional discounts . . . freight prepaid to destination . . . national advertising, 


For details, write Edward C. Bonia, General Sales Manager, BENDIX RADIO TELEVISION AND BROADCAST RECEIVER DIVISION of ==). 
(BENDOO RADIO} BALTIMORE 4, MARYLAND OL 


Se oe 





AVIATION CORPORATION 
vo 
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famous Hollywood star 
now appearing in... 


RED, HOT AND BLUE 


@ Paramount Picture 


* Chooses -KM~ for her home! 


* Names the new improved 
~KM_ Liquidizer “’ Star of the 
Month” for September! 


* Tells 12,000,000 national 


magazine readers about it! 


a¥ 
~~ , d 

Ne tte eel 
KM 


1eM~ Copper Magik! 
eee ee Gad -A-Bout Iron 


=. 
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KM. Liquidizer 


KM. Pop-Up Toaster KM Heating Pod KM Doub'e Table Range 
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KM. ‘“‘Two-Ten”’ 
Coffee Maker 
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World-Wide Distributors 
Philco International Corp. 
50 Broadway, New York 











the KM Liquidizer 


famous kitchen wonder-worker! 


Tops in its field .. . exclusive 
~K-M~ improvements make it 
so efficient that all other 
blenders are old-fashioned by 
comparison. 


Needs no attachments! 10 ap- 
pliances in one... at the price 
of one! 


Display the KM 


oe Pays for itself in time, work, 
food-money saved! 


4 Works overtime in every kitchen 

"4... mixes, stirs, beats, whips, 
shreds, grinds, grates, blends, 
shaves, purees, liquidizes, pul- 
verizes ...in seconds! 


+ The kitchen appliance every 
woman hopes for... saves for! 


Liquidizer... 


demonstrate it...and it sells itself! 


Look ahead to bigger profits 
this fall...as the second half 
of the record-breaking ~KM~ 
Star of the Month campaign 
gets under way! New stars... 
big stars... will be reeommend- 
ing ~KM~ appliances to your 
customers in top-ranking na- 
tional magazines... selling 


Knapp-Monarch Co. 


ST. LOUIS 16, MISSOURI 


~KeM~ Appliances also manufactured in Canada 


—_— 
a 
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KM. Electric Heater 


2 


KM. Therm-A-Matic Electric Blanket 





Exclusive Distributors in Canada 
Crown Electrical 
Brantford, Ontario 


~KM~ for you! 


Tie up now! Display and fea- 
ture the ~KM~ Liquidizer and 
other fast-selling -KM~ appli- 
ances now and all through the 
year...cash in on the continu- 
ing success of this tremendous 
national campaign! 


~~, 


KNAPP-MONARCH 
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KM Steem-R-Dri tron 
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110 VOLTS 
60 CYCLE 
A.C ONLY 





BASIC PRODUCTS CORP. 
Dept. E. 102 

1700 N. Harrison St. 

Ft. Wayne, Ind. 





We are Distributors [] Dealers [] Please send us complete 
information on Magic Defroster. 


Name 

Address 

City State. 
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_ Water Systems Crack the Farm Market 
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TRAFFIC BUILDERS for Roger Yorgey’s Farm and Home Supply are farm 
necessities like brooders and chick feeders. 


the biggest iactor in whatever success 
we have had. We take enough time 
to sit down with the farmer and dis- 
cuss his problems and put ourselves in 
his shoes. We try and sell ourselves 
before we sell merchandise. We build 
good will by laying out plumbing jobs 
for the farmers. We even lend them 
the tools to do it.” s 

Obviously, full-time, hard-working 
farmers like the Pennsylvania Dutch 
don’t find much opportunity to make 
frequent calls at Farm and Home Sup- 
ply and Yorgey has recognized the 
necessity of going to the customer. 
With his small organization and capital 
he can’t maintain a large outside sell- 
ing organization, nor, with the inti- 
mate character of his business, would 
such a sales crew be advisable. But 
either he or his foreman spend much 
of their time in prospect and customer 
calls. Cold canvassing isn’t necessary, 
because Yorgey’s community relations 
and advertising program bring him all 
the leads that two men can follow. 

He sponsors a daily half-hour radio 
program, consisting, oddly enough, of 
western songs. Direct mail is used ex- 
tensively, from A to Z on the postoffice 
boxholder’s list. “We don’t need any 
special list,” says Yorgey, “because 
saturation is so low on a lot of the 
items we carry that it is just as cheap 
to use the whole boxholder’s list.” 

Since water systems are the major 
entree to sales, Yorgey’s extensive 
efforts to give complete satisfaction in- 
clude a personal survey of the installa- 
tion to be made, plus a follow-up by 
himself or the foreman of his installa- 
tion crew. Once a water system is in- 
stalled and operating satisfactorily the 
way is open to more business, which 
includes an average of one complete 
kitchen installation a month. One divi- 
dend of his success with water systems 
has been his selection as a distributor- 
dealer. Now some 15 other retailers 
get their water systems from Yorgey. 

Despite the obvious difficulties of 
dealing with a people known both for 
their canniness and clannishness, Yor- 
gey has considerable respect for his 
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“SAY, THAT light would go good in our 
kitchen,”’ says the customer who came in 
to buy an electric fence. 


farmer customers. “When they finally 
make up their minds that they want 
to buy, farmers buy the best,” he de- 
clares.“"We have to show them facts 
and figures that we are going to do a 
better job with more convenience for 
less money than will their present 
equipment or methods.” 

He also has a respect for his market 
and has estimated its extensiveness in 
a rather unusual way. 

“T figure,” he says, “that there is 
$1,000 worth of heating equipment, 
$1,000 worth of plumbing (including 
water systems), and $1,000 worth of 
appliances to be sold in every farm and 
home in this area—a total of $3,000. 
Selling that total is a step-by-step proc- 
ess. If the customer is satisfied with 
one product he won’t be too hard to sell 
on another. And after that $3,000 
worth is reached there is still another 
$1000 worth of the newer appliances, 
such as automatic washers, dryers, 
and dishwashers. 

He knows that he won’t sell $4,000 
to everyone tomorrow, but knows also 
that reaching for that figure will keep 
him busy just as long as he wants to 
stay in business. End 
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TALK OF THE EW rrape... 






. . - Electronic enlargement at the flick of a switch... 
Enlarged picture contains full brilliance . . . No dis- 
tortion of the picture... No raw edges of the picture. 
See your Westinghouse Radio distributor for a demonstration 
of this great new television selling feature! Home Radio 
Division, Westinghouse Electric Corporation, Sunbury, Pa. 
e@eee 


you CAN BE SURE 
. AF ITS 


Westinghouse 
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NEW “request” NUMBERS 
..e NEW SALES FEATURES 
FOR MORTON CABINETS 


Morton customers have asked 
for them—items which permit 
new combinations of Morton 
cabinets — and here they are! 
These new selling aids solve 
many problems in kitchen in- 
stallations of unusual size and 





shape. Used either with or with- 
out the original Morton SPACE- 
USER, they give the homemaker 
unlimited variety in cabinet ar- 
rangement, and ensure wall-to- 
wall fit, regardless of kitchen 
dimensions. Available now. 























CORNER WALL FILLER 


For close joints where PAN- 
TRYETTES meet in “L’’-shaped 
kitchens. Especially suitable for 
installations in limited space. 





® 
18” PANTRYETTE 


Same height— 30”, same depth, 
same style and quality as the 
popular Master Series PAN- 
TRYETTE, but just 18” wide. 
Sliding glass doors; 3 shelf 
spaces; as easy to install as 
hanging a picture. Specially 
designed TOTALITE with con- 
venience outlet optional. 
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PANTRYETTE WALL FILLER 


PANTRYETTE extensions to 
compensate for odd dimen- 
sions or irregularities in wall 
areas. Available in both 18” 
and 30” heights, to fit every 
style of PANTRYETTE. 























BASE CABINET FILLERS 


Designed to match the distinc- 
tive Contour Fronts of Morton 
Base Cabinets; for small-space 
extensions of standard width 
bases. 








Write today for your copy of 























“Invitation to Profits." Any Kelvinator Distributor who handles 





the Morton Line will be glad to send it to you. 


“Morton. 
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MORTON MANUFACTURING CO., 
5125 West Lake Street, 
Chicago 44, Illinois 


Too Busy Selling to Worry 





rid of it. And it is not the installation 
and delivery that hits us—why my 
nen have got it down so simple that 
it’s only a matter of minutes to unload 
the crate at the customer’s door, toss 
the crate in the back yard, plug in the 
appliance, and come back to the store. 
What’s hitting us are the service calls. 
Seems like it is only the next day 
when a customer wants something 
fixed, and then three or four more 
calls—often some small thing. Those 
people ought to be glad they got the 
appliance and stop complaining. Ah, 
but when the guarantee period is over 
—then we get them, we really pad the 
charges. Have to do it, you know, to 
make back the money we spend on that 
free service.” That isn’t the way the 
Fletcher outfit runs service, though. 
They just ask for a lot of work—even 
servicing before the appliance leaves 
the store. I will quote McKee to show 
the unusualness of his approach. 

“We use our service department to 
test every major appliance before it 
goes onto the floor or before it can 
leave the shop. We have a 220-volt 
line for ranges and dryers, hot and 
water for the washers, and of 
course, 110-volt for refrigerators and 
ironers. We feel that if we spend a 
little spare time checking through 
these appliances, we won't jhave to 
spend a lot of money sending out our 
servicemen to make adjustment calls, 
and we feel too, that the customer will 
have a lot more confidence in our store 
and will be willing to buy from us 
again if she doesn’t have those little 
annoying things that can happen to a 
new appliance if it isn’t checked after 
a 2,000 mile trip from the factory.” 


He’s Not Through Yet 


cold 


Well, boss, so he has a long-winded 
explanation for spending money on an 
appliance even before he has sold it. 
But do you think that keeps these 
fellows satisfied? He’s checked the 
appliance, delivered it, got his money. 
Is he happy? No, someone in the 
Fletcher organization has to go tear- 
ing back to the customer in about two 
weeks to see if the appliance is still 
working satisfactorily. I figure maybe 
these new fellows just aren’t sure of 
themselves. Anyway, one of the big- 
shot dealers down South had covered 
this idea of a call-back with, “If you’ve 
already sold them, why go back and 
maybe find that something is really 
wrong. Leave well enough alone, and 
wait for another customer to come 
into the store.” I tell this to McKee. 
He quips, “Gee, if there’s anything 
wrong, we certainly want to get it 
fixed up.” A samaritan, yet. But he’s 
got another angle that these other guys 
down in LA didn’t cover. McKee tells 
me that on these call-backs, Fletcher 
and he are not only being sure that 
the appliance is satisfactory, but they 
are procuring a nice chunk of pros- 
pects. They get the names of the 
neighbors and friends who have seen 
this new appliance in operation and 
who might likewise be interested in a 
personal demonstration. Well, that’s 
one way to keep out of trouble. 
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And, as long as they are partners, 
and not responsible to anyone for their 
time, they certainly have a right to 
spend half the night as well as the day 
chasing orders outside the store. But 
do you think it is right to make the 
rest of the staff live the same way? 
Particularly the servicemen. These 
Fletcher and McKee persons don’t 
give their servicemen—David Minor 
and Monroe Sweet—a chance to relax. 
Not only does all this promotion, ad- 
vertising and selling effort keep the 
boys busy delivering, installing and 
servicing appliances, but these bosses 
needle the boys with the offer of a five 
percent commission on all sales on 
which they produce the leads. So they 
become part-time salesmen. McKee 
tells me that these servicemen, when- 
ever they go into a house to deliver or 
repair an appliance, keep their eyes 
open to spot the need for some type of 
appliance. As a result, he says, they 
have developed a keen judgment that 
produces hot leads. Either Fletcher or 
McKee follow up these leads and turn 
over a cool five percent of the sales 
price to the serviceman for his assist. 


How They Get That Way 


I’m getting just about fed up with 
this Fletcher outfit’s deviation from 
the norm, when the store closes and 
Fletcher comes back to join us over 
some coffee. We get sort of personal, 
and then, boss, I find out some of the 
reasons for the way these fellows are 
acting. Up to this time, I had assumed 
that they had financed the postwar 
appliance venture from proceeds of 
overtime on the Convair assembly line, 
and that they were well prepared for 
managing an appliance store by pre- 
war experience in the grocery busi- 
ness, or selling intangibles for a num- 
ber of life insurance companies. Other 
dealers, particularly the ones who had 
shown me that the appliance business 
was on the rocks, had given me de- 
tailed descriptions of similar work in 
which they had prepared themselves 
for the specialty selling of hard goods. 
Naturally, and you probably have 
guessed it, these characters were sales- 
men before the war, Fletcher for an 
oil company, and McKee for the 
Pacific Gas & Electric Co. when that 
utility was in the appliance merchan- 
dising business prewar. 

Which, of course, is light even to 
me. It would be obvious even to a 
jobber that these two fellows have not 
taken one of the accepted postwar ap- 
proaches to appliance merchandising— 
such as that of the other postwar deal- 
ers I have described. They have the 
prewar notion that it is the selling that 
counts, and it has colored their whole 
career as managers. I queried further 
and got this information. When 
Fletcher wanted to open an appliance 
store after the war, he could get no 
location in Santa Maria that would 
provide large volume street traffic. In 
fact, he could get no location at all 
until the shoe repairman agreed to sub- 
let half his place on a side street. 
Fletcher claims that he didn’t mind so 

(Continued on page 72) 
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Large space advertising in local news- 
papers will feature this sensational offer. 


“Stop, Look and Buy, Mrs. America,” says this 


sensational iron-cordminder offer and display. 

“Save $4.95 Madam, on this combination of a $14.95 Never-Lift 

Iron and $4.95 Cordminder—both for the price of the iron alone.” 

“Or a $12.95 Proctor Champion plus Cordminder—both, $12.95.” 
And to clinch the deal you offer a 30-Day Home Trial with a ne Your selling — 

money-back guarantee (Proctor will recondition returns, if any). 5 = 2—7984 — prantciess a a 
These are purse-opening offers to smash down buying reluc- ae ee conse 6 SUES 

yer agen — 1—#983 
tance. The self-selling display shows Iron and Cordminder set-up 


“ q : . ehege Champion Iron 8.25 12.95 4.70 
for action...attracts attention in your window or inside the store. 3—#50 


Cordminders a FREE ___ FREE 


® $27.29 $42.85 $15.56 im 
Get full details from your Proctor Distributor now! |) . 
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Here is our offer! You get—THREE CORDMINDERS 
FREE plus the FREE SELF-SELLING DISPLAY with your 
order for only three Proctor Irons as follows: 
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CUSTOM TOASTER 


yGERS 
ean with new Gift Display Package 
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REGISTER by 
New Beauty in a distin- 


guished Proctor design. 


Makes Perfect Toast — 
“Color Guard” actually 
il toblelg-t i folol jm -luilel-igets 
ture for perfect browning. 


Reheats Toast avtomati- 
cally without burning. 


Silent Operation. Cush- 
ioned Pop-Up. 


Sliding Crumb Tray. 
Pulls out like a drawer. 
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PROCTOR — Choice of 
Hollywood Stars—that’s 
the theme of Full-color 
page and half-page 
advertisements featuring 
the Proctor Custom 
Toaster in Life Magazine 
this Fall. 
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America’s most beautiful toaster in this new 


beautiful package « « « Designed in blue and gold, richly 
printed on its glossy surface, the package enhances the distinction 
of this new Proctor toaster and makes it ideal as a gift. Lifting the 
cover discloses the toaster nested in a suede finish gold-edged base. 
MAKES BEAUTIFUL DISPLAY. The package can be instantly 
transformed into a handsome, attractive display by simply setting 
the tray with the toaster on top of the cover as in illustration. 
SPECIAL DEFERRED DATING — Ask your Proctor Distributor 
for full details. 


PROCTOR 
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RIGID 
ALL-METAL 
CONSTRUCTION 
Board stands solid. 


HEIGHT 
ADJUSTING 
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Board locks at 
desired height. 
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Easier ironing, less 
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garments slip over 
No danger of : : 
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OFFSET 
LEGS 
Give knee-room 
for comfortable 
Sit-Down Ironing. 


















RUBBER 
FEET 
No slip. Will not 
scratch or mar 
floors. 





Now...a really well designed and well built 


ironing table priced to sell and margined for 


fig im cide ait Tt-teeaad Board height adjusts from 27” to 36’ in 1° steps. 
our prorif.. . Women are tired of flimsy, shaky ironin , 5 
oie - this one stands as solid as a rock. . Easily stored. Depth is only 3% when closed. 


fs 
& 
Women want adjustable board height . . . the Hi-Lo adjusts ® Light-weight. 
& 
oe 


AND THESE ADDITIONAL FEATURES 


in a jiffy to the desired height for easy ironing, sitting or standing. 
More and more women sit down to iron. The Hi-Lo makes sit- Reeth tke kt L % fall 
down ironing comfortable because offset legs provide knee-room. card locks shut for storage. Legs cant ta 


Women want to be able to slip garments over the end of the open accidentally. 
board. They can because the Hi-Lo supports leave the end free. ® Legs lock at correct height. Board can be lifted 


Easy to open and fold, light, easy to store, the Mary Proctor by top, leg position will not change. 
Hi-Lo Ironing Table is a Bell Ringer for Sales and Profits. 
PRICED TO RETAIL AT $] 


95 
® a 
] 2 G CTO 7 Get full details from your Proctor Distributor now! | 
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One of the national magazines slated 
to carry the Fiberglas* Insulation ad, 
shown at the left, wanted to check 
this statement: 

“Slammed more than 150,000 times 
by a special door-slam machine... and 
the Fiberglas Insulation remains un- 
affected. Not the slightest sign of 
settling or breaking down’’. 

The wire shown below was im- 
mediately dispatched as preliminary 
evidence. 

This amazing proof of durability is 
another reason why Fiberglas Insula- 
tion is a swell feature to have...a 
swell feature to sell. 

Owens-Corning Fiberglas Corpora- 
tion, Dept. 853, Toledo 1, Ohio. 
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*FIBERGLAS is the trade- 
mark (Reg. U. S. Pat. Off.) 
of Owens-Corning Fiberglas 
Corporation for a variety of 
products made of or with 
glass fibers. 
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much about location because he was 
used to selling in the field and would 
continue to do so, and he felt that all 
purchasers of major appliances shop 
the town first, so he would get his 
share of street prospects. He felt that 
it might be more practical when rents 
were inflated and appliance prices were 
not, to grow into a nice, modern store 
which would serve at that later date 
the regular customers he would build 
through field sales now. 

McKee, I found, had an old idea that 
to a good and willing salesman, the 
number of sales closed is a percentage 
of the number of prospects produced, 
so he concentrates on producing these 
prospects by every known means, just 
as he had when he was on quota at 
PG&E. He says that he had learned 
that there is money in using the appli- 
ance user, so he ignores the idea that 
“people will let you know when they 
want anything” and follows up every 
sale. And he doesn’t seem to grasp the 
postwar idea of many dealers that 
women carry several hundred dollars 
in their purses on afternoon shopping 
tours, so he does as he had done before 
the war, he follows up in the evening 
when the man with the dough is home. 
Fletcher, trained in commodity selling, 
operates the same way. 

I asked the fellows how they would 
describe all this in a few words. Said 
Fletcher: ‘Well, every salesman looks 
forward to being a proprietor, a boss, 
a department head. So did we. But it 
seemed to us that regardless of the 
title we might assume, we were facing 
the same problem—here are some ap- 
pliances, there are some prospects, how 
do we get them together. And no mat- 
ter how we looked at the problem, the 
answer was the same as when we were 
in the field—it’s the selling that 
counts.” 

Just a minute, Larry. Not wanting 
to send you a letter full of typing er- 
rors, I have just checked through the 
above. On second thought, it seems to 
me that those fellows have got some- 
thing there. As a matter of fact, now 
that I re-read this I’m glad I made the 
acquaintance of Fletcher and McKee. 
The way they’ve gone about establish- 
ing an appliance business makes it 
likely that they will be operating in 
Santa Maria for a long time—and now 
I know where the coffeemaker is lo- 
cated. 


Cordially, 
Howarp J. EMERSON 





“UNACCUSTOMED AS |! AM TO PUBLIC 
SPEAKING .. .” 
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; ELECTRIC RANGE «cz 
6 TOP UNITS and 2 OVENS 


All the features only the finest Here’s the range for bucking today’s stiff competi- 


range can have plus tion! Compare it with any range. It’s got “sell” 


written all over it... features women want... 


re) Re Ee = Ss tay Hy Tt Cc at © ¢ © Ear Tt $4 o L i quality they can understand . . . beauty they can 


see. From “one-switch control” to a 74 year record 


@ 2 full-size ovens, each big @ Automatic time control and of building superlatively fine ranges, L&H gives 
enough for a complete meal. electric clock. you “talking points” that really clinch sales. And 
@6 top units, positioned for @ Selector switch for automatic 





now is when you need them! Write today for infor- : 

i i imi i ° 2 al is ° Also manufacturers of 
most convenient cooking. timing of right oven, 2 left mation about the L&H LECTRO-HOST franchise. Let Electric Water Heaters 
@ Vari-Speed ‘‘one-switch surface units, or appliance 


I s fi d ° k ’ Midland Water Heaters 
control”. outlet. ts a profit, progress and prestige maker. L&H Kerogas Oil Ranges 
@ Smokeless waist high broiler © Interval timer. 

in each oven. @ Broil-bake signal lights. A. J. Li a | DEMANN a& HOVE RSON co. 
@ Automatic pre-heat tempera- © Fluorescent range lamp. MILWAUKEE 7, WISCONSIN 

ture control for each oven. Export: S. F. Appliances, Ltd., 595 Broad Avenue, Ridgefield, New Jersey 
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Next time you have one of these “just 
looking around” ladies to deal with, 
ease a few questions to her. 


Ask her, for example, why she’s buy- 


ing a range. 


To cook on, of course.” 


Yes, to cook on! And there’s your 
opening. Fill her full of facts about 
Inconel* Sheathed Heating Units. 


Now wait, we know you know that 
Inconel is an alloy—mostly Nickel and 


chromium. But does she? 


You know that Inconel 


Heating Units last and /Jast. You know 
they never scale...mever warp...never 


crack. But — does she? 


You know Inconel resists corrosion 
caused by spilled foods, boiled-over 


fruit juices and spattered fats. 


know Inconel is strong and tough and 


THE INTERNATIONAL NICKEL COMPANY, INC. | 


67 Wall Street, New York 5, N.Y. 


ut nconel 
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Ask her: “Do you know about 


INCONEL SHEATHED HEATING UNITS?” 


of LOOKING ? 
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can’t rust. Yet how can she know all 
that if you don’t tell her? 


Tell her, too, how Inconel Sheathed 
Heating Units are practically self- 
cleaning because of the way they burn 
off spilled foods. 


All this is an old story to you? Of 
course it is—you’ve been selling ranges 
a long time. But to your prospects it’s 
new — it’s informative — it helps them 
make up their minds. That’s why we 
keep suggesting that you always “Let 
INCONEL help you sell!” 
*Reg. U.S. Pat. Off. 


Sheathed 


EMBLEM ,. OF SERVICE 








You The interesting story of NICKEL, 
from ancient discovery to mod- 
ern day use, is told in our 60- 
page, illustrated booklet, “The 
Romance of Nickel.” Write for 
your free copy. Address E. B. 
Bitzer, Consumer Products Di- 
| vision. 
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the first station in New England and 
on it we would start New England’s 
first live show to run regularly and 
consecutively week after week. First, 
we contacted several talent schools in 
our area and assured ourselves of a 
supply of talent. The schools were only 
too glad to send their best pupils and 
give them a chance to show the public 
what they had been taught. In each 
show we have always announced what 
school the acts were from. The plan 
of the show was to put on four or five 
dancers, singers, instrumentalists, etc., 
and have the viewers send in postcards 
voting for the act they liked best. 


Surprising Response 


We were pleasantly surprised with 
the response, even from the first show. 
The first week we received 657 letters 
and postcards and have received as 
many as 1100 for some shows. This is 
in staid old New England where it is 
difficult to make John Q. Public show 
any response. Another gratifying re- 
sult was that hundreds of letters and 
cards have congratulated us on what 
we are doing for the area’s youth. 
Some of the complete shows have ap- 
peared at Women’s Club Luncheons, 
etc., which of course meant some more 
free advertising of the best kind for us. 
Presently, we are planning on a theatre 
appearance of the best talent tied in 
with an appliance demonstration to 
reach a new field of people who do not 
have television sets. 

Of course, the expense of the project 
was the first obstacle to surmount. This 
was cut down by cooperation with our 
distributors. Since the program is 
viewed by a large area outside of New 
Haven and the line receives much more 
advertising than the store, the dis- 
tributors are contributing 75 percent 
of the expense. We have received mail 
regarding the show from practically 
every city and town in -Connecticut 
and a number in Western Massa- 
chusetts. 


Consolation for Losers 


Many out-of-town acts have written 
in for auditions, but we are endeavor- 
ing to confine each show to local 
talent, except for perhaps one out- 
of-town act. We are compiling a 
wonderful mailing list from the letters 
and postcards and intend to follow 
this up in every way possible. The 
parents of the children appearing on 
the show are another growing group 
of people who have a kindly feeling 
towards Chamberlain’s. We are care- 
ful to write to the parents of each 
losing contestant and thank them for 
appearing on the show and suggest- 
ing that perhaps they appear on the 
show at some later date. 

We really feel that Chamberlain’s 
Junior Parade is giving these young- 
sters the opportunity they deserve. 
Several acts have had theatre offers 
and requests to appear at benefits. 
The benefit to these children in added 
self confidence and poise is inestimable. 

The time required to get the show 
running on its present smooth, per- 

(Continued on page 76) 
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Because its NEWS! 








SuCCEssFUL FARMING demonstrated to the farm 
homemaker, in a recent issue, how a new ironer 
could be used on her husband’s work shirts, collars 
and trousers, her house dresses, flatwork, nylons, 
ruffled curtains...showed almost every application 
of this labor-saver in twenty photographs, with simple 
informative captions. And in the same issue, the 
preparation of various fresh foods for the home freezer 


was depicted in nineteen photographs. 


Turse items represent hot, urgent, personal news 
to the SF woman reader...who has a heavier work 
load than her urban sister, as well as less time and 
opportunity to shop, and see demonstrations. She is 
vitally interested in every mechanical aid that will 
save her effort, energy, time...add to the comfort 
and the convenience of farm living. She can afford 
to buy any appliance, major or minor, she needs or 


wants...And she recognizes the real contribution of 
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SUCCESSFUL. 





SuccessFUL FARMING in bringing appliances and their 
uses to her notice and knowledge. 

Best market for electrical appliances today are the 
best farm families in the 15 Heart States... with the 
richest soil, most modern methods, best techniques, 
highest yields—mostly missed by general publications 
... penetrated deeply only by SuccessFuL FaRMinG. 
Of SuccessFuL FARMING’s 1,200,000 subscribers, a 
round million Heart States farm families averaged 
$10,065 gross income in 1948...almost $4,000 above 
the US farm average. With nine of the best years 
in agricultural history, record spendable cash and 
merchandise demands, SuccEessFUL FARMING merits 
top consideration on any sales schedule. For all the 
facts, call or write nearest office, SuccEssFUL FARMING, 
Des Moines, New York, Chicago, Detroit, Cleveland, 


Atlanta, San Francisco, Los Angeles. 





\ FARMING 
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manent basis has been considerable, 
but we feel that we will be repaid 
many fold. We are learning which 
type of commercials pay the best and 
which will keep the interest in the 
show at its proper height. We have, 
of course, tried to check the amount 
of actual sales the show has produced 
and feel that it is more than paying 
its own way. 


Show Boosts Sales 


The month of February (which 
showed decreases of 10 to 15 percent 
in most stores in this area) when 
compared with 1948 figures, shows 
us with about a 10 percent increase in 
our total store sales. In dollar vol- 
ume this was all in the appliance de- 
partment. In other words, the show 
has helped. us to nearly double our 
February volume, in the appliance de- 
partment. 

By now we have the procedure 
of the show running smoothly. On 
the first few shows the writer demon- 


strated the appliances, but the use 
of an announcer to read the script 
at the same time a girl points out 
the features, is better and gives a 


smoother, harder hitting show. We 
are trving to put over just one main 
point on each show now, as we feel 
that one interesting point will be 
remembered, while several would be 
forgotten 


Store Identification 


One point we have emphasized every 
broadcast has been Chamberlain’s 117 
years of continued service to Con- 
necticut home makers. This and the 
store location has been in the script 
and on reader cards to give double 
impact \t the time the announcer 


has been reading, “117 years service”, 


etc.. the cameras have been on the 
cards which read as follows: “Cham- 
berlain’s serving Connecticut for 117 
years, Founded 1832” and ‘Chamber- 
lain’s, The Nation's Oldest Furniture 
Store”. To give further impact to 
the location we have had a background 
constructed and painted to show the 
front of the store with an opening 
{ a fii cd Cll OpPpr Silie pa Jc) 
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“GOOD MORNING, I’M SELLING SPACE HEATERS, 
CHRISTMAS TREE BULBS, ELECTRIC BLANKETS— 
AND COULD | HAVE A GLASS OF WATER?” 
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—a message from K. C. Gifford, president 
Schick Incorporated, Stamford, Conn., 
manufacturer of Schick Electric Shavers 


r VHIS BUYERS MARKET is the greatest challenge American business 
has ever faced ... and our company is accepting this challenge 
without reservation. 


There is no reason for long faces. This country is the richest country 
in the world. Its people have money to spend. But they are spending it 
intelligently. They must be shown the value, the reason why of a 
product, before they will buy. 


“Weare so confident...” 
says Schick’s president, 
K. C. Gifford, “that on 
September 14 we are 
launching the biggest, 
most aggressive sales 
and advertising cam- 
paign in the history of 
electric shaving.” 
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We at Stamford are confident of three things: One—men will con- 


tinue to shave. Two—they want a better way to shave. Three—in the 
Schick Electric Shaver, we have that better way to shave and every 





man with a whisker on his face is a potential customer ! 

What’s more, we are so confident of these facts that on September 
14 we are launching the biggest, most aggressive sales and advertising 
campaign in the history of electric shaving. We have more than 
doubled our advertising budgct. 

That’s what I mean by confidence. Not just a lot of talk, but the guts 
to go after business when it doesn’t come to you under its own power. 
I believe that the majority of progressive American business leaders and 
retail merchandisers will agree with me when I say, “There’s nothing 
wrong with this country that good products backed by sound selling 
and merchandising can’t cure.” 

This is not a time for the chicken-livered—but a time for men, 
whether they be manufacturers or merchants, to sail into this so-called 
“buyers’ market” and really make ’em buy. Right down the line we 
are asking our distributors and retailers to join with us in creating the 
sales and profits that must be made if America is to maintain both its 
prosperity and world leadership. And, because I know so many of these 
men personally, I haven’t the slightest doubt that they will respond . . . 
that we will together make 1949 an outstanding year in our business. 


‘Sigg 


te , 


PRESIDENT, SCHICK INCORPORATED 


Reprints of this advertisement available on request. Schick Incorporated, Stamford, Conn. 
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Dealer TV Show 


eee CONTINUED FROM OPPOSITE PAGE = 


thru the door for the performers to 
enter. A lamp-post with the Orange 
and Crown Street signs drives the 
location home at the same moment 
the announcer is saying ‘“Chamber- 
lain’s, Orange at Crown, street in 
New Haven.” This background was 
constructed and painted by students 
from the Yale School of Drama at the 
mere cost of the materials which gave 
me an opportunity to add a note of 
distinction to the program at a nomi- 
nal cost. 


Trial and Error in Commercials 


Our commercials too, I think, have 
been improved. On our first show 
we used Hotpoint wringer washers 
and I thought a simulated sale would 
give me a chance to put over the 
different sales points. So I was the 
salesman and “sold” a washer to 
Jean O’Brien of the station staff. But 
available time was so limited that we 
decided that a straight commercial 
would be better. 

On the next show we used Hot- 
point refrigerators and I pointed out 
the features of two models. This also 
took too long. Next we had ranges 
and then dishwashers. We gradually 
shortened the time and gave a harder 
hitting commercial. In the meantime, 
we had obtained some films from the 
manufacturers and were using a film 
on the closing spot. By this time we 
had pretty well evolved the announce- 
ment we wanted. The Kelvinator show 
was handled with a two-minute spot 
in the middle of the show and a one- 
minute film at the end. This seems 
to give the best results. An announcer 
reads the carefully worded script and 
the cameras pick up the girl pointing 
out the features of the appliance the 
script is describing. This doulle im- 
pact apparently drives our message 
home. 


Preparation through Ads 


An opening campaign prior to the 
first show helped start things off. We 
ran a five-column, 15-in. advertise- 
ment on the washers and a_ small 
advertisement announcing the show. 
Our local paper charges nearly double 
the rate for advertisements mention- 
ing local TV or radio programs so we 
could not run as large an advertise- 
ment as we wanted. However, we 
ran advertisements in several small 
town papers mentioning WNHC-TV. 

Next, we tied in a good window dis- 
play and had some large posters made 
announcing “Tune in Channel Six at 
7:30 PM every Wednesday for Cham- 
berlain’s Junior Parade. A new talent 
show giving local youngsters a chance 
on television.” 

For ten days before the opening 
show we had dozens of spot announce- 
ments on TV and AM and FM « radio. 
These spots were donated by the sta- 
tion as part of the deal to help us 
get the show started. We are still 
broadcasting some of these announce- 
ments and building up our list of 
viewers—which means a parallel in- 
crease in our sales. End 
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Not quite spelling out LIFE (which they’re supposed to 
be doing) are (left to right) Gerald P. Hughes, general 
manager, Jack Cheshire (holding clock), Robert Anderson, 
owner, Emilio A. Kramer, and Horace Mockett of Ander- 
son’s Electric City, a $250,000-a-year-appliance outlet 
in Beverly Hills, California. Their advertised-in-LIFE 
promotions, however, have been rather more successful. 
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Thecurrent one is theirsecond major promotion of this kind. 

The first promotion was primarily used to build up a 
Vornado Fan campaign. According to Gerald Hughes: 
“Our Vornado Fan promotion put us into a leading seller 
bracket and this, of course, influenced us to go into this 
store-wide advertised-in-LIFE event featuring 31 of our 


1 99 


products which are advertised in LIFE. 
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Here Robert Anderson demonstrates a General Electric Television set for 
a customer. During the LIFE promotion, constant demonstrating was in 
progress by General Electric, Westinghouse, and Waring Blendor home 
economists. These demonstrators were placed near the merchandise that 
was banked with LIFE placards, ad reprints, stickers, and streamers. 
This LIFE material reminded the customer of the ads she’d seen in LIFE 
and of the products she’s been meaning to buy. 


Wherever you're located in the U. S., 7 out of every 3 families in your trad- 
ing area reads LIFE every week! It’s sound business sense to tie in with a 
magazine that is so popular. LIFE’s thrilling picture-word stories move 
people—and because of this deep interest people have in LIFE, LIFE’s 
advertising pages constantly move products! And when you put up signs 
that say “‘advertised-in-LIFE” you’re establishing a bridge between mag- 
azine and point-of-sale that speeds eztra sales for you! 





Commenting on the success of the promotion, Gerald Hughes writes :““We at 
Anderson’s were entirely pleased with the outcome. We feel that the 
LIFE event aided our efforts to remain in the ‘quality merchandise 
store’ class. We continually strive for this end. Our reputation is espe- 
cially important, for our customers in this area are intelligent, well-read 
people. Thanks to reading LIFE and other media, they know the salient 


points about our products before they come into the store.’ 


TIME LABDRATORY 





- AT he mma 
This picture, taken in Anderson’s Electric City, shows how attractive 
and persuasive advertised-in-LIFE point-of-sale material can be when 
used properly. Besides these LIFE ad reprints and stickers, there are eye- 
catching cover blow-ups, streamers, and arrows. Try them for yourself, 
and see if you, too, don’t cash in on the buying influence exerted by 
America’s most popular magazine. Be sure to stock and display the 
following list of products soon to be advertised-in-LIFE. 


THESE ARE THE PRODUCTS WHICH WILL BE ADVERTISED IN LIFE IN COMING WEEKS 


Tell The LIFE Readers In Your Neighborhood Where To Buy Them! 


MAJOR APPLIANCES Aug. 15 Pacific Sheets—spread, color 
Lane Cedar Hope Chest—% page 
Aug. 22 Perm-A-Lator Padding—42 lines 


RADIOS & TELEVISION 


Aug. 1 RCA Victor Instruments—page, color 


Aug. 1 Westinghouse Appliances—page, color 
Aug. 8 Westinghouse Appliances—page, color 
Aug. 15 Crosley Products—page, color 
Hoover Cleaner—¥4 and 4 pages 
American Gas Association—l4 page 
Aug. 22 Kelvinator Products—page, color 
Aug. 29 American Gas Association—l4 page 


HOME FURNISHINGS 


Aug. 15 Crosley Radio & Television—page, color 
Aug. 29 RCA Victor Instruments—page, color 
G-E Radios—]4 page 


CLOCKS AND WATCHES 
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LIFE, 9 Rockefeller Plaza, New York 20, N. Y. 


Aug. 1 Cannon Sheets—spread, color Aug. 15 Westclox—]4 page 
Bird Floor Coverings—page, color Aug. 22 Elgin Watches—Y4 page 


Lane Cedar Hope Chest—page, color 
Welsh Juvenile Furniture—4 page 

Aug. 8 Kroehler Furniture—spread, color Aug. 
Pepperell Sheets—spread 


Lane Cedar Hope Chest—]4 page 
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CAMERA SUPPLIES 


1 Ansco Camera & Film—¥y page 
Bell & Howell Camera—ly page 

Pequot Sheets—!4 page Aug. 15 Eastman Kodak—page, color 

Graflex Camera—14 lines 


Ads of particular interest to you... 


Colorful, informative advertisements are now ap- 
pearing in LIFE—explaining the values of national 
advertising and nationally advertised brands. As 
one who sells these brands, you'll find the advertise- 
ments particularly worth reading. 
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A “Natural” for Appliance Stores! 


The new BALL Refrigerator and Freezer Jar will appeal to every 
refrigerator owner. It’s easy to use, leakproof, airtight. Seals with 
a twist of the wrist. Perfect for leftovers, milk, soup, baby’s for- 
mula — dozens of other uses. Lasts a lifetime. 


The gaily colored display carton of 3 jars at 59c yields a liberal 
profit. Wonderful traffic puller. Feature BALL Refrigerator and 
Freezer Jars now! 

Passes ee See 


BALL BROTHERS COMPANY, 
z Muncie, Indiana 


4 Send information about the new Ball Refrigerator and Freezer Jar. 4 
f We handle ......cccvcsccccscccccccccvccccess line of refrigerators. 

q ( ) Dealer ( ) Distributor | 
ny RE, iw ce Nenhe EhIW AO EMREES OOREDERGELORELA . reee rere. 4 
f ag aes aw aac eae ad EON OR TORE RANE dS UERSTERA REND Re DRMED a 
PO e 
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SELDOM does radio salesman Malcolm Johnson get a chance to sit down. Most 
of his selling, especially on combinations, is done in booths. 


Big Volume from Big Advertising 





CONTINUED FROM PAGE 51 





percent basis with a guarantee of $350 
a month. Right now there are extra 
bonuses on deals closed outside to get 
the men back to outside work. 

While the Kansas City Appliance 
Co. once had a reputed low overhead 
of around 22 percent, this has mounted 
since the war to around 28 percent. 

The firm carried from $75,000 to 
$100,000 inventory a year ago, and 
today probably boasts of less than 
$40,000 invested in merchandise. “Only 
$1.50 in heating equipment at this mo- 
ment,” said Jack Boring. 

He operates on a basis of two sam- 
ples on the floor and two in the ware- 
house. Even temptations like an extra 
four percent, free floor planning and 
marvelous tie-ins advertising-wise are 
not inducing Jack Boring to load up 
at the present moment. 

Like most dealers, he objects to Reg- 
ulation W and thinks the rate should 
be reduced to 10 percent down. Regu- 


lation W, he says, takes no considera- 
tion of combination deals in which 
the customer buys several items. 

Most of the store’s sales are on an 
installment basis, and the public likes 
them that way. Too many people with 
the cash in hand go out chiseling. In 
fact, many Kansas City dealers offer 
customers a cut before they even ask 
for it, declares Mr. Boring. “One 
fellow came in here and said, ‘I have 
been in four stores and every one of 
them offered me a cut price. You want 
the list price. How do you justify 
your position ?” 

“T told him what we had to offer 
in the way of service, delivery, and 
satisfied customers. And, strangely 
enough, he took us up.” 

That’s about all there is to the Bor- 
ing saga, but it proves that if an 
article delivers the goods, there is al- 
ways a demand for it, in any kind of 


market. End 
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“WOULD YOU LIKE TO SEE A LARGER SIZE SCREEN?” 
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THE MAJOR APPLIANCE WITH 
THE EXPANDING MAJOR MARKET 
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a ES, it’s a terrific line! Line up with Coroaire— your 1949 connection 
id for positive profits— increased volume— prestige—good will—at no 
ly : 
; increased overhead. 
‘. : 
in You owe it to your business future — feature COROAIRE— no other 
- heating appliance has all these exclusive features: 
id 
e Venturi Tube, patented, exclusive e Postwar development—new—different + Top 
= efficiency — heat for the cost of an electric light bill — for all gases including L.P. 
e Size of a console radio— priced less than family refrigerator « Unlimited market— 
homes new and old, apartments, shops, offices, churches, business places of every kind 
e Sold same as other heavy home appliance — year ‘round e Tens of thousands sold by 
major appliance distributors and dealers since the war e No repossessions—no trade-ins 
e Installation simple— trouble-free service e Packaged —complete home heating appliance. 
WRITE NOW for complete merchandising plan— Large profits for alert merchandisers. 
The Coroaire Heater Corporation ny. 
1422 Euclid Ave. . Cleveland 15, Ohio . 
yw We [udu Z h y) 
NG ELECTRICAL MERCHANDISING—AUGUST, 1949 
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DISTRIBUTORS ACCLAIM 
STEAM IRON PROGRAM 


THE START... 
lh rats HAVE BEEN POURING IN FROM ALL gyre 
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JOHN J REIDY 





CASCO PRODUCTS CORP 
CONGRATULATIONS OF YOUR CASCO STEAM TRON PROMOTION 
SEEN 
) ay MOST TERRIFIC ADVERTISING CAMPAIGS I HAVE EVER 
Ec LAID 
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PRESENTATION OF CASCO STEAM IRON FINEST MERCHANDISING | 








PROGRAM I RAVE EVER sxx | 
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| cron DISTRIBUTORS INC \ 























@ NATIONAL MAGAZINES! 

@ LOCAL NEWSPAPERS! 

@ FREE MERCHANDISING 
AIDS FOR YOUR STORE! 


Fully Advertised / 
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TERRIFIC NEW CASCO 
SMASH SALES HIT! 

































FLIP-UP 
to 
FILL-UP 
TOP 





Approved by 
Underwriters’ 
Laboratories 





CASCO AND ONLY CASCO 
HAS ALL THESE 


a AMAZING FEATURES: 


¢ Non-corrosive, Stainless Steel! ¢ Lighter—only 31/2 lbs! ¢ Fills easier 
— Flip-Up to Fill-Up Top eliminates screw-caps, funnels! ¢ Holds more 
water — yet compact as a dry iron! « Steams longer — well over an 
hour! « Can‘t spit or drip! ¢ Exclusive Fabric-Selector Dial — for steam 
or dry! « Instant-Action Thermostat — only Casco is so accurate (to 
15°F.)! © Distilled water unnecessary! * New fatigue-proof cool 


— handle! ¢ One iron does all — without attachments, plugs, funnels! 
© Most efficient heating element! © Scorch-proof, tip-proof heel rest! ¢ 7 ft. 
—-" cord — not usual 6 ft.! e Mirror-polished sole plate with button nooks! 


© Super-heated steam from concentrated vents! e Fully-tested! 


| You Make Bigger Profits with casco 











=| . 
= 











Check DEALER COST 
These Facts: 1-5 % 60rMore| % Retail 
=< CASCO 2 
Steam & Dry Iron | $11.95 | 33.3% | $11.13 | 38% $17.95 & 
3 | Steam Iron “A”’ 12.32 | 31.3% 11.81 | 34.2% 17.95 & 
ant Steam Iron “B” 12.33 | 31.3% 11.81 | 34.2% 17.95 
Steam Iron “C”’ 13.70 | 31.3% 12.95 | 35.0% 19.95 























All Profits and Percentages Include Federal Excise Tax 


OFFER LIMITED! 


ORDER THROUGH 
YOUR WHOLESALER! CASCO PRODUCTS CORP. + BRIDGEPORT 2, CONN. 
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Yor EXTRA ROIS Sel 
TOASTMASTER 


: of. of H ti 2 he 
Water Heaters 


EXTRA PROFITS in store prestige are yours when you sell 
“Toastmaster” Water Heaters. For here is a name that 
means quality wherever electrical appliances are known. 
EXTRA PROFITS in customer satisfaction, in business-build- 
ing good will, follow every sale of “Toastmaster” Water 
Heaters. For when you sell these products—they stay sold. 
AND ALL THIS in economical-to-operate, kitchen-type water 
heaters that are at home beside the most modern range 
or refrigerator. 

BEAUTY THAT MAKES kitchen or utility-room installation 
completely satisfactory for the first time is but one reason 
why the new “Toastmaster” Water Heaters are easier to 
sell. Here are several others: 

“LIFE-BELT"* ELEMENT operates at gentle “black 

heat,” is practically burn-out proof. Reduces 

service expense for you—saves your customers 
























































uy Toastmaster 











money. 

“JONODIC'’* SYSTEM prevents rust, stops corrosion, 
doubles tank life. Protects you against loss of 
customer good will. 

10-YEAR SERVICE WARRANTY—the protection plan 
that covers both tank and element. 

















STILL OTHER “Toastmaster” Water Heater 
features include: new sombrero-ty pecold- 


water baffle for high efficiency; new one- — 
‘ . Acie ae ¢ . a SO eee 
piece, more efficient heat trap; and heavier 


insulation. 





THROUGH NATIONWIDE PROMOTION, electric 
water heater buyers are fast realizing \2 
that the ““Toastmaster” brand is better 
looking, better built... hence, a bigger 
value. And it’s valve that makes sales, 
today. 

CASH IN ON this new popularity! Write for 
details on the profitable “Toastmaster’’* 
Water Heater franchise. McGraw Electric © 
Company, Clark Division, 5201 W. 65th St., 
Chicago 38, Il. 
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NEW NEW 
MODELS MODELS 


IN SEVEN SIZES! IN FIVE SIZES! 
30-, 50-, 67-, 82-, 
100-, 125-, and 
150-gal. capacities. 





40-gal. table-top. 
40-, 50-, 67-, and 
82-gal. capacities. 


Built by the makers of the famous 
“‘Toast master’ Toaster 


TOASTMASTER 


Aridomati Eleclwu, Wulty feat 


*“TOASTMASTER,”” “Lire-nect’” and “tonopic’’ are trademarks of 
MeGraw Electric Company. makers of Toastmaster’ Toasters, ‘Toast - 
master’ Electric Water Heaters, and other ‘’Toastmaster™ Products 
Copr. 1949, Clark Division, McGraw Electric Co., Chicago, Ill. 
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HE ‘ensemble’—the complete 

kitchen and the complete laun- 
dry—vied for the attention of the 
perspiring public at the summer 
markets in Chicago this July. With 
temperature in the 90's, it wasn’t an 
energetic crowd that gazed at the 
new things the manufacturers had 
to offer, but air conditioned exhibits 
were popular. 

Dealer promotions, more for the 
money in the way of refinements of 
earlier models, stripped models of 
ranges and refrigerators, apartment 
sized ranges and small refrigerators 
were some of the things offered for 
the first time by old line manufac- 
turers. 

Displays on the 5th and 17th 
floors of the Furniture Mart includ- 
ed many additions to lines, such as 
Frigidaire’s 15 kitchen cabinets and 
two sinks. Their “Iceberg Blue” re- 
frigerator, which is the real color 
of the metal, says Wade Atkinson, 
provides 8.6 cu. ft. of space. A 
large home freezer 8.4 cu. ft. with 
290 Ibs. storage capacity, and a 17 
cu. ft. household refrigerator, he 
says, were designed for large homes. 

Westinghouse had on _ display 
their new model, bolt-down Laun- 
dromat washer; a new apartment 
sized, three burner range; a six cu. 
ft. upright home freezer which looks 
like a conventional refrigerator; a 
new 4 Ib. iron with corox element, 
chrome plated, built in thumb rest; 
and an electric griddle for “short 
order cooking at home.” R. R. 
Lynch and J. E. Mosely guided 
visitors around to the free orange 
juice bar. 

Paul Eckstein at Gibson Refrig- 
erator showed the new 10 ft. home 
freezer; an 8 cu. ft. refrigerator with 
freezer fresh locker shelf; and the 
ER199-S range with full width 
lamp and semi-high back splasher. 

New Freezers and Ranges. Kel- 
vinator-Leonard demonstrated their 
new line of home freezers, 6, 9, 
12 and 20 cu. ft.; a 7 cu. ft. straight 
refrigerator; and an 8.6 cu. ft. re- 
frigerator with frozen food chest. 
W. E. Saylor called attention to the 
type of refrigerator his company 
put out way back in the 80’s which 
even had a faucet for ice water. 

C. L. Lannon of Horton demon- 
strated their new automatic washer 
and their clothes dryer This makes 
a complete laundry line for this 
company. 

Kalamazoo Stove, with C. C. 
Whitcomb doing the honors, showed 
their new line of five models of 
40-in. electric ranges. cheapest of 
which retails at $99.50. 

Over at Crown Stove Works, 
Webster Dax showed the three 





Broadened Lines, Model Changes 
Mark Summer Markets Exhibits 


Complete kitchens and laundries vie with video 


as major attractions. Some small refrigerators 


and apartment ranges offered for first time 


models of their new Kitchenette 
electric range, all porcelain, which 
included a model with four stand- 
ard units, while another model had 
three standard and one giant burner. 
The most elegant model has a glass 
door, electric light in oven, storage 
space, extra fast heating in oven, 
7-heat control and other conven- 
iences. 

General Electric showed, despite 
the heat, a new deluxe blanket, no 
thermostat but new heating wire. 
They also displayed a_ table-top 
rotary ironer with 22 in. roll; a 6 Ib. 
capacity, leg-type conventional 
washer with or without pump; and 
two new vacuum cleaners, tank and 
upright models, with set attachments 
and caddy. 

Amana had Ray Thorp showing 
their freezer-refrigerator FR-9, and 
also a 6 cu. ft. home freezer. 

Over at Bendix, Jim Mitchell was 
running their Economat agitator 
type automatic, which has casters 
and fits right into apartment space, 
and he also showed the improved 
deluxe ironer and a dryer which 
now has an outside vent and “Sun- 
tronic” lamp. 

Speed Queen, Barlow & Seelig, 
sent R. E. McDonald down from 
the factory to demonstrate their 
Whizz Junior cabinet model ironer 
with manual control of shoe, which 
is listed as semi-automatic. 

Furnaces in July. In addition to 
their most recent pride and joy, the 
Blend-Air heating system, Cole- 
man Corp. had J. E. Eckel telling 
the visitors about the Shallow-Flow 
gas floor furnace and the M-50 oil 
burning space heater. 

Estate-Heatrola, with Ray Igle- 
hart of the sales staff doing the 
honors, had their #4904 range with 
grid-all and also a combination oil 
and electric range, #4912, popular 
with rural dealers. 


ELECTRICAL MERCHANDISING—AUGUST, 1949 





The E-3 low-priced, stripped 
model electric range was shown for 
the first time by Norge, as also was 
the CW-23 agitator washer with 
timer, their lowest priced model 
with timer. The SR-64 6 ft. re- 
frigerator with self-defroster and an 
apartment sized range E-2A-1 with 
four heating elements, clock and 
timer extra were described by Ed 
3arrows of the Detroit advertising 
department. 

Automatic Washer displayed their 
stripped agitator model washer, and 
featured also was their dealer pro- 
motion which offers a washer for 
$37.50 to the lady customer who has 
the right key on “unlocking day.” 

Conlon showed three electric 
ranges, in the 36 in., 40 in., and 3- 
burner 20 in. size; also an electric- 
coal bungalow range. 

Fans Go Fast. Probably the most 
popular appliance in Chicago in 
July was the fan—anyv kind. Vor- 
nado (O. A. Sutton) had a 3-speed 
window fan, 30-W-1 with both in- 
take or exhaust operations: a small 
kitchen window fan 16-W: and a 
new heater or fan, as you wish, 
model for 1600 or 1320 watts, 
which C. E. Conturba, Midwest 
sales manager, liked very much to 
tell about. 

Television Popular. Perhaps the 
most popular line of merchandise 
in torrid weather is television, and 
among those manufacturers show- 
ing new models were Bendix Radio 
Div. with two new consolettes, 3001- 
3002, 61 in. direct view; a 10 in. 
table model; and a 12-in. radio- 
phono-TV combination. 

Zenith had their 16 in. Strato- 
sphere straight TV: also a 16 in. 
tube, 3-way record changer, AM- 
FM set: a straight FM “Major” 
table set: and portable tip-top Holi- 
day radio, which M. J. Toohill, 


Cincinnati, pointed out. 


New at Noblitt-Sparks was the 
Arvin television model 3100 TM, 
10 in., available in limed oak and 
wheat finishes, which had an in- 
terested audience. 

Hallicrafters announced their new 
TV line which included 10, 12, and 
16-in. table and console models, 
calling attention to the 10-in. model 
which measures only 13% in. wide, 
14%4 in. high and 195¢ in. wide, 
giving a 61 sq. in. picture. 

Admiral, in addition to their TV 
models recently brought out, had 
fresh for this market a table model 
radio-phono, less than a foot square, 
for 7 in. records, especially directed 
to the record-buying market of teen- 
agers and popular record enthusi- 
asts. 

At the Merchandise Mart. In the 
Crosley space, new tenants of the 
Merchandise Mart, George Roltsch 
showed three new TV sets in a 
TV-FM/AM-3-speed phono com- 
bination: a TV 142-in. screen con- 
sole with FM; and a table model 
12% in. with FM; a refrigerator 
EMA-7, 7 cu. ft.; and five new 
ranges which include a divided top 
model, a double-oven, a deluxe, a 
cluster top, and an apartment size 
model. 

Over at Apex space, Frank Ryan 
from the factory showed the #807 
Wash-A-Matic model, bolt down 
model for concrete floors; the im- 
proved Foldmatic ironer; a com- 
plete new line of Spiral-Dasher 
conventional washers with deep 
skirts and very large tubs, a new 
sink unit, and a customized dish- 
washer unit to fit in any k‘tchen en- 
semble. 

At American Kitchens Graham 
Riley showed their new 54-in. sink, 
also the 42 in. size and a base what- 
not for island kitchen plans. 

Coolerator, with William Mac- 
Donough, advertising and _ sales 
manager, acting as M.C., showed 
their home freezer, 10 cu. ft. family 
size, two stages of cold, 400 to 450 
Ibs. storage plus $150 food insur- 
ance policy; a new refrigerator with 
Select-O-Shelf adjustable interior 
and two kinds of cold. 

(SEE PICTURES ON NEXT 2 PAGES) 
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A REAL FIRE warms John R. Lonergan’s hands in the H. A. HALVORSON, general sales manager, Linde- 
midsummer heat, as he kneels before the 60,000 B.t.u. mann & Hoverson, talks with Mr. Albright of Twin 
heater made by the Lonergan firm. States Distributing Co., Charlotte, N. C. 











A NEW WAY of getting at frozen vegetables is demonstrated by A. H. Rose CROSLEY GALLANTS with Miss Jackie Brunsfeld are Herb Koether, Chicago, 
of Schaefer’s at the Merchandise Mart. John Gallagher, Omaha, and Dick Johnson, Kansas City. 





BRING ON THE CUSTOMERS is the invitation of John Babb of Telechron, as FANS were the topic of conversation when E. A. Hamburg, Pittsburgh dis- 
he sits in the cool of his Merchandise Mart office. tributor, and O. A. Sutton of Vornadofan got together. 
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THE WORK of setting up the refrigerator before the A $93 ELECTRIC RANGE (glass oven door feature is THE HAND of C. L. Godsil, assistant sales manager, 
demonstration is done by R. H. Schneberger and extra) is displayed by John C. Rogers, director of sales, rests on Jaspe gray plastic top, a new feature of 
N. C. Sabee of Coolerator. Crown Stove Works. Midwest's Kitchen Kraft. 





JOHN WICHT of Blackstone points out the big solitaire diamond which was MRS. JANET ROSEN points out a feature of the new patented nozzle which 
the keynote of Blackstone’s 75th anniversary. highlights the Eureka ‘’700’’ Aeromatic tank cleaner 








TAKING A BREAK are Floyd M. Slasor, Hotpoint, Glenn Chaffer, sales man- BILL SHAW of Hallicrafters demonstrates for a potential distributor, Maurice 
ager, G-E refrigerators, and Ben Bowe, G-E manager of marketing. Isaacson, World Radio & Appliance Co., Toledo, O. 
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Brighter sales with... 


9-409 M 
The “Family Theatre” 
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YOUR LATEST SELLING FORECAST... 





True-Picture' television! 


* There’s profitable selling ahead when you 


feature Crosley TRUE-PICTURE TV and 
carry the full Crosley line. Crosley’s advanced 
engineering offers the very finest in electronics 
—in a variety of models and styles to meet 
your selling needs. 


Your profit opportunities are better with 
Crosley, too, because Crosley’s way of doing 
business is based on fair play and cooperation. 
You'll go farther and faster with Crosley— 

a sound, fast-growing organization that’s 

on the way up! 


9-422 M 
The “Master 
Showman” 





tThe famous Crosley TRUE-PICTURE resuits from ex- 

clusive engineering features and precision design. 
Every Crosley TV receiver is a superb electronic 
instrument, doubly tested by both electric eye and 
human eye. 
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9-403 MA 
The “Good Time” 






9-419 M 
The “‘Popularity”’ 


° 


NOTE: With the continuous tuner in Crosley TV re- 
ceivers, future provision can be made, if desired, 
to secure reception on proposed UHF (ultra high 
frequency) channels, based on present standards. 


For Prices and Complete Data on these sets and others 
in the famous Crosley line, get in touch with your near- 
est Crosley distributor. Or write: Crosley Division, Avco 
Manufacturing Corporation, 1329 Arlington Street, Cin- 
cinnati 25, Ohio. 
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DON’T FIRE SALESMEN --- 
GIVE 'EM MORE TO SELL 


Demand is healthy for basic Wayne Home Equipment. Prices on 
many items are lowest in 27 years. If you want dependable, profitable 
sales volume, this is for you. 


DON'T LOSE YOUR TRAINED SALESMEN! 


Wayne Home Equipment provides the answer to your need for 
sales volume to hold your organization together. Installed type, basic 
heat and water equipment produces steady, profitable volume in 
large unit sales. Wayne dealers’ sales are UP. Conditions now are 
ideal for competitively priced, high quality home equipment. Don't 
lose your trained personnel for lack of appliance sales volume. 
Wayne provides your best sales opportunity with sound, basic home 
requirements. There is nothing mysterious about selling and installing 
Wayne products. Don’t miss getting facts about Wayne. Write today. 





Wayne sales aids — newspaper 
service — display material — 
demonstrators — literature — 
mailing pieces — help you sell 
Wayne Home Equipment. 














WINTER AIR 
ELECTRIC 
WATER CONDITIONERS 


HEATER 


WATER 
SOFTENERS 


wig 


FIREBALL 
OIL BURNERS 


Wayne builds a complete line of 
deep and shallow well pumps and 

water systems, water treatment 
equipment, electric water heaters 
end cellar drainers under one 
recognized quality name—Woayne. 





FURNACES 


ry 


JET PUMPS 


B 





CONVERSION 
GAS BURNERS 











JET DEEP WELL 
WATER SYSTEMS 


Wayne provides a full range 
of sizes in oil and gas conver- 
sion burners; oil, gas and coal 
heating systems and furnaces; 
oil or gas-fired boilers and con- 
densate return systems of un- 
excelled quality under one 
popular brand—Woayne. 
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TURBINE PUMPS & 
SHALLOW WELL 
WATER SYSTEMS 


GAS FURNACES 


{RON 
OIL AND 
GAS HOT FILTERS 
WATER & 
STEAM 
BOILERS 


- 





Over 28 years’ experience manus 
facturing home equipment assures 
dependability. Every Wayne prod- 
uct is factory guaranteed from 1 
to 10 years after installation, for 
customer-dealer satisfaction. 


CELLAR 
DRAINERS 





COMPLETE LINE UNDER 


ONE BRAND 


WAYNE 


oe ee ee a 





No seasonal slumps affect you with the Wayne year ‘round line. 
One satisfactory Wayne installation recommends another. Your 
Wayne volume will grow fast because unit sales are large. A Wayne 
franchise protects you in your active sales area. Wayne offers more 
volume-profit opportunity because repeat sales based on quality of 
product assure a sound future. 


WRITE FOR NEW 1949 CATALOG AND PRICE LIST 


THE WAYNE HOME EQUIPMENT CO., 


FORT WAYNE, INDIANA 


INC. 
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Refrigerators, Washers, lroners 
Make Production Gains in May 


Five month TV output 250% above ‘48; 


monthly volume on 


radio, freezers, 


ranges and vacuums under April total 


General talk of overproduction, 
the return of the buyers’ market, 
and tough selling days ahead failed 
to discourage certain segments of 
the electrical appliance industry 
from increasing manufacture dur- 


ing May. According to the latest 
production reports available, re- 
trigerators, washing machines and 


ironers registered substantial boosts 
in output over April while five 
month television totals were esti- 
mated at more than 250 percent 
over the same period last year. 


Refrigerator Season. The ap- 
proach of hot weather and the 
summer season undoubtedly in- 


fluenced refrigerator output which 
totaled 341,933 units during May, as 
compared to 335,092 the month be- 
fore, to add up to 1,804,754 re- 
frigerators for the Jan.-May period 
this year. The May manufacture, 
according to the Natl. Electrical 
Mfrs. Assn., was 1.94 percent more 
than the 335,411 units produced dur- 
ing the same time last year while 
the five month total was 10.96 per- 
cent over the 1,626,550 refrigerators 
turned out during the ati 
period in 1948. 

Industry estimates oe produc- 
tion of 19,000 ironers during May 
as contrasted with 17,800 units in 
April for a Jan.-May total of 116,550 
ironers. The May statistics repre- 
sented a drop of 57.73 percent as 
compared with the 44,954 units pro- 
duced during same month in 1948 
while the five month total for 1949 
was 50.99 percent less than the 237,- 
802 ironers produced during the 
same time a year ago. 

Washing machines gained during 
May with a production mark of 214,- 
000 units as against 194,900 the 
month before for a five month total 
of 1,049,600 washers. The May 
total was 43.37 percent below the 
revised 377,895 units manufactured 
during the same month in 1948 while 
the Jan.-May figures registered 
45.25 percent less than the revised 
1,917,018 washers produced during 
the corresponding period in 1948. 

Radio & TV Down. While price 
cutting both at manufacturing and 
retail levels seemed to be the order 
of the day, production of all types 
of radio and television sets, accord- 
ing to the Radio Mfrs. Assn., totaled 
640,778 units as compared with the 
revised 673,005 sets for April for a 
five month total of 3,722,339. The 
May output was 41.58 percent be- 
low the 1,096,780 units manufac- 
tured in May, 1948, while the Jan.- 
May totals were estimated at 43.87 
percent less than the 6.631,549 sets 
manufactured during the same pe- 
riod last year. 

Broken down into individual sta- 
tistics, RMA reports television pro- 
duction for May at 163,262 sets as 
contrasted with the revised 166,536 
sets turned out in April for a Jan.- 
May figure of 752,335. The May 
output, however, was a robust 225.37 
percent above the 50,177 units of 
May 1948 while the five month total 
was 250.67 percent more than the 
214,543 units manufactured during 


AUGUST, 


the corresponding period last year. 

Radio set output during May 
reached a total of 477,516 units as 
compared with the revised 506,469 
sets turned out the month before for 
a five month total of 2,970,004. 
The May figures represented a drop 
of 54.37 percent under the 1,046,603 
units produced in May last year 
while the five month total of 2,970,- 
004 was 53.72 percent less than the 
6,417,006 sets manufactured during 
the Jan.-May period in 1948. 

Freezers, Ranges Dip. NEMA 
reports the production of 20,139 
freezers for May as compared with 
21,441 the previous month for a 
Jan.-May total of 120,229 this year. 
The May report was 42.54 percent 
under the 35,047 units of last year 
while the five month output showed 
a drop of 36.22 percent from the 
188,496 freezers turned out during 
the same period in 1948. 

Electric range output for May 
was 52,881 units as contrasted with 
60,739 in April for a Jan.-May 
total of 400,806. The May produc- 
tion was 47.38 percent under the 
100,497 ranges manufactured dur- 
ing the same month a year ago 
while the five month total was 26.61 
percent under the 546,109 units pro- 
duced for the same time in 1948. 

Industry estimates put vacuum 
cleaner production at 222,850 units 
as compared with 252,656 cleaners 
turned out during the month before 
for a Jan.-May total of 1,255,439 
vacuums. May statistics were 19.45 
percent below the 276,657 units pro- 
duced in the same month last year 
while the five month totals for 1949 
were 19.23 percent below the 1,554.- 
381 vacuums manufactured during 
the corresponding period in 1948. 


(STATISTICAL SUMMARY 
ON PAGE 94) 


Radzwiller Appointed 
To Krich-Radisco Post 


Sy Radzwiller was recently named 
merchandising and advertising man- 
ager, Krtch-Radisco, Inc., Newark, 
N. J., distributors of television, 
radios and major household appli- 
ances throughout the northern New 
Jersey territory, it has been an- 
nounced by Paul R. Krich, execu- 
tive vice-president. 

Mr. Radzwiller will be responsi- 
ble for the coordination of the 
wholesaler’s merchandising and ad- 
vertising, sales promotion, public re- 
lations and publicity. In this ca- 
pacity, he will collaborate with 
William W. Cone, vice-president in 
charge of the company’s RCA Vic- 
tor division; Andrew K. Leach, vice- 
president in charge of the Norge di- 
vision; and Barney G. Krich, vice- 
president in charge of the Bendix 
division. 

For the past five and a half years, 
Mr. Radzwiller was an editor for 
Retailing Daily where he covered the 
appliance and radio industry. 
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l For fractional 


| horsepower motors 


PACKARD 
SUNLIGHT 


MOTORS 


come to headquarters! 











ell 


Our entire motor-building facilities 
are devoted to the production of 
fractionals. Our entire motor-build- 
ing experience—experience which 
spans 33 years—has been in the frac- 


tional horsepower motor field. 


And so we feel we are entitled to 
designate our fractional-horsepower 


motor-building operations as ““head- 


quarters”... and to write “special- | 


ists” after our name. 





If your fractional motor requirements 
call for quality in quantity, we will 


be glad to have our engineers con- 


GM 


GENERAL 
MOTORS 


sult with you. 


Packard Electric Division, General Motors Corporation 
Warren, Ohio 










FOR THIRTY-THREE YEARS 
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NT ely walt 


Money-Making 
(n Oil Heater 
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YSTEM FOR THE CONSUMER—NO CHARGE! 





Promotion — 
History! 





LY TAAL / 


TTI 2 OW. HEATER OR | 


setar-srehabrid 


NEVER BEFORE SUCH A 
RECORD SMASHING OFFER 


This super-sensational “GIFT Superfan 
Promotion”’ is smashing all sales records for 
pre-season sales of oil heaters and floor 
furnaces! —and it has just started! 

Just imagine, if you can, what this amazing 
offer means to your customers— 

FIRST . . . It means saving $34.95. 

SECOND ...It means receiving the 
world’s most versatile air circulator 
... AS A GIFT! 

THIRD ... It means GIVING your 
customer a forced air heating sys- 
tem at NO CHARGE! 

Is it any wonder that Superflame dealers are 
reporting phenomenal pre-season sales? 
These enthusiastic dealer reports prove con- 
clusively that it’s the greatest oil heating 
promotion of all time for dealers! Easier 
sales. Faster sales. MORE NET PROFIT! 


SPECIAL MESSAGE 
EATER DEALERS! 


If Youare Not a SUPERFLAME DEALER 
There is still time to take full ad- 


yantage of this great offer. Rush i I want to know more about this sensational “Gift SUPERFAN” offer. Please 
rush full details and name of my nearest distributor. 


TO PRESENT SUPERFLAME DEALERS 


If you have not yet received your 
complete sales and advertising 
kit, write, wire or phone your 
distributor at once! This promo- 
tion has just started so you can 
still take full advantage of its tre- 
mendous profit potential if you 
act immediately. 


RUSH COUPON FOR FULL DETAILS 
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coupon or wire us for name of 
distributor for your area. Don’t 
waste time on a slow moving line. 
Sell the line of great promotions 
... the SUPERFLAME LINE! 
Write TODAY! 


DURING SPECIAL 
PROMOTION PERIOD 


en. 


| Superflome DEALERS 





SCOOP COMPETITION WITH 
THIS IRRESISTIBLE OFFE! 


Yes, it’s an irresistible offer! Regardless of 
where your heater prospects live or what 
they do, the “GIFT Superfan offer’ pos- 
itively pulls them into your store for quick, 
sure sales. 





E 


a 


Why waste time on a line that’s not moving 
fast? You should have the EXTRA 
PROFITS that are yours with Superflame— 
the most valuable oil heater franchise in 
America! 


Your community wants this offer—give it 
to them and you'll not only make more 
money, you'll also have more satisfied cust- 
omers and more real honest-to-goodness 
boosters for your store. 


FOR ALL OI 


Firm Name 
Address 
City 


By (name)__ 


1949 






A DOUBLE BARRELED 
OFFER 


Superfan keeps folks cooler in hot weather . . 
AND, provides forced air warmth in winter 
with either their oil heater or floor furnace. 
Saves up to 25‘; on fuel bills! Increases cir- 
culation up to 5 times! Fits under heater— 
see illustration below. 























| 
1 To QUEEN STOVE WORKS, INC., Dept. E8& 
ALBERT LEA, MINNESOTA 
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IN GASH PRIZES! 


WINDOW DISPLAY CONTEST DURING 


WESTCLOX WEEK 
SEPT. 24—OCT. 1 





S \o% 


@ 


$1,000.00 
CASH PRIZES 


for best window 
displays during 


WESTCLOX WEEK 


(Read rules at right) 
Five Groups 
Group A 

Jewelry Stores 


Group B 
Independent 
Drug Stores 

Group C 

Hardware Stores 


Group D 
Chain and 
Dept. Stores 


Grou 
Elect rical St ores 
9 Prizes in each group 
lst Prize $80 
2nd Prize —$40 
3rd Prize —$20 
Six others—$10 each 











Westclox Week 
NATIONALLY 
ADVERTISED 
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BIG BEN 


o 


Westclox Week is a 
sales! 


i 


*1,000.00 


FREE! 


Beautiful 6 color window 
display free with 12 or 
more Westclox Electrics, 
assorted. Great “silent 
salesman.” Wholesaler 
ships clocks— factory 

ships display prepaid. 


I 


estore? 


Tie-in! You'll sell more clocks! 
You may win a cash prize! 


are opening, mornings are darker. 


Proved successful— Westclox Week, instituted in 
1931 but withdrawn after ten consecutive years 
because of abnormal conditions, always proved 
a whopping success and made money for elec- 
trical dealers everywhere. Tried and proven, 
the big promotion this year will be bigger— 


stronger than ever. 


Prize contest open fo all retailers 


Just follow these 3 simple rules: 
1. 


Make sure you have an adequate quantity of 
Westclox electric clocks on hand. Check your 
stock — place order with your wholesaler today. 
. Install a Westclox window during Westclox Week 

—September 24th to Oct. 1st. 

material furnished by Westclox, or if you prefer 

you may use your own material. 
. Take a picture of the window—installed during 
Westclox Week. 
picture of your window to Westclox, La Salle, 
Illinois, before midnight October 8th. 


(A snapshot will do). 


WESTCLOX 


LaSalle-Peru, illinois 
Division of General Time Corporation 


“natural” for electric clock 
Comes in the natural clock season, when 
demand is greatest— vacations are over, schools 


Use the display 


Mail the 





Manufacturers’ Sales, 
Appliances and Radio 


Units 
COFFEE MAKERS, POTS & 
URNS— Metal & Glass 


(NEMA Member Sales, Not Industry) 


ee ee 38,035 
i eee 49,992 
Ds Gn i intakes 195,450 
We aioe Sine ons 283,639 
&% Change versus 1948: 

May 1949............. —23.92% 
RS NII 6 ste cis oe arenas — 31.09% 


FREEZERS, HOME & FARM 
(NEMA Member Sales, Not Industry) 


a rere 20,139 
May 1948............. 35,047 
5 Mos. 1949...........-. 120,299 
7 ~~ anaes 188,496 
% Change versus 1948: 
aa —42.54 

5 Mos. 1949............. —36.229 


HEATERS, CONVECTOR & 
RADIANT 


(NEMA Member Sales, Not Industry) 


a arr eare 2,305 
. 2. ree 21,076 
5 Mos. 1949............. 29,607 
DI WOM sk casdicceces 183,827 
% Change versus 1948: 

= —89.06% 
PO. WE cca aoa caces —83.89% 


HEATING PADS 
(NEMA Member Sales, Not |ndustry) 


A). ne 9,960 
a, A rere 13,944 
Pe Sack cc0<eren 101,857 
DO Pi ins tavccace 139,992 
% Change versus 1948: 

Ee ee —28.57% 
ese nd weccema —27.24% 


HOTPLATES & STOVES 
(NEMA Member Sales, Not Industry) 


May 1949............. 23,057 
. ee 24,795 
5 Mos. 1949. 102,039 
5 Mos. 1948.. 173,143 
% Change versus 1948 

ee “WO . . ca nnakee —7.01% 
DPR, Ve occ ec ciicnce —41.071% 
IRONERS 


(Industry Estimate by American Washer 
& lroner Mfrs. Assn.) 


> eee 19,000 
. ae 44,954 
0 ae ee 116,550 
ee 237,802 
% Change versus 1948: 

Mag TOR. ... cc cccsse SIMS 
PO: PE ccccreaccens —50.99% 
IRONS 

(NEMA Member Sales, Not Industry) 
i, eee ee 231,858 
a. eee 346,920 
We, BU catses ceeedn 1,405,223 
5 Mos. 1948............. 1,889,665 
% Change versus 1948: 

May 1949............. —33.17% 
DM, Pei iciecccccsces —25.64% 


RADIO RECEIVERS, ALL TYPES, 
INCLUDING TELEVISION 


(Radio Manufacturers’ Assn.) 


a, MS . PO 
Ee cian aa ates 1,096,780 
~~ Sate 3,722,339 
er 6,631,549 
% Change versus 1948: 

a. ee eee —41.58% 
Genk ccccncces —43.87% 

AUGUST, 


Units 
TELEVISION RECEIVERS 
(Radio Manufacturers’ Assn.) 
May 1949............. 163,262 
aaa 50,177 
fe | ae 752,335 
CI nace se evden 214,543 
% Change versus 1948: 
May 1949............+250.67% 
5 tes. 1900... .........4985.37% 
FM-AM RECEIVERS 
(Radio Manufacturers’ Assn.) 
May RE Ses 28,388 
ener 76,435 
ee 383,869 
SPE. TOU. ceccc ccs 604,899 
% Change versus 1948: 
Si Seer —62.86% 
5 Mos. 1949.... — 36.54% 


AM RECEIVERS 


(Including Automobile and Battery 
Receivers—Radio Manufacturers’ Assn, 


May a er 449,128 
ee OU iw ncdsesiass 970,168 
5 Mos. 1949............. 2,586,135 
5 Mes. 106...........5. 5218107 
& Change versus 1948: 

| Gok ccc cance —53.71% 
5 Mos. 1949.... —55.50% 


(Continued on page 98) 








Now- 
THE TWO 
BIGGEST 
SELLING 

AUTOMATIC 
WASHERS 
ARE 


BENDIX! 
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SPECIALLY PRICED! 
SPECIALLY PACKAGED 
FOR SUMMER SELLING ! 


An Outstanding Value 
Summer-Priced at Only... 


@ 3 PHILCO EASY OUT ICE TRAYS 


“Just lift the lever and out come the cubes’’. Standard 
size fits most refrigerators . . . brings truly modern ice 
service to old models. In big demand the year round. 


plus 
@ 6 DECORATED BEVERAGE GLASSES 


Gay and festive... assorted colors... in an extremely 
popular design. Large 11 oz. size. Reinforced safety rim. 


plus 
© 6 PLASTIC SPOON STIRRERS 


Useful, decorative for all kinds of iced summer drinks. 


All in colorful counter display package! Separate 
17” x 22” bull’s-eye window poster, newspaper ad mats 
and illustrated post cards also available. 











fz PHILCO 


oe ay Cael 
ICE TRAYS 


RING UP EXTRA PROFITS...CASH IN 
FULLY ON THIS TIMELY BARGAIN OFFER 


Here’s the hottest deal of the year to bring you an extra 
share of this season’s ice tray business. A brand new sales 
stimulator . . . in an appealing thirst-quenching package. You 
sell 3 trays instead of one to a customer. . . and ring up 
a real profit! Just what 
every owner of an old 
refrigerator needs! Display 
it! Advertise it! Ask ’em 
to buy' Act at once and 
make every selling day 
count ... Order from your 
Philco distributor now. 





See Your Philco Distributor Today 
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The October 1949 issue of ELECTRICAL MERCHANDISING 
will contain the biggest, most complete, up-to-the-minute section 
ever presented on television. For the past month and up to the 
present time our editors and field correspondents are contacting 
dealers, distributors and manufacturers in all sections of the 
country gathering information relative to this gigantic new in- 
dustry. Our research dept. is pouring over facts accumulated 
from many surveys that will aid in presenting this comprehensive 
picture of the television market. 


The results of this editorial effort plus the survey findings will 
be of extreme importance to TV dealers in all types of stores. 
This issue presents a unique opportunity to TV and allied manu- 
facturers to tell their product story to an interested audience that 
will read this issue, cover to cover, and keep it for future reference. 
Remember the... 


CLOSING DATES FOR THE 


ELECTRICAL MERCHANDISING 


(“Y< RED 
ri7 o ¢ es 
| " = 
i Vv IOOUE 
COPY COMPLETE 
TO SET PLATES 


SEPT. SEPT. 


Ist 6th 
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ncaa: 


Important to Every Dealer 


Dealers who now handle’or will in the future handle tele- 
vision, such as department stores, hardware stores, furniture 
stores, utility merchandisers and regular appliance-radio- 
television stores will find this issue contains vital information. 
Information vital to successful merchandising, selling, servicing 
and creating consumer appeal to television. Whether dealers 
are selling television now or plan to later this information 
will prove extremely valuable. They will read it from beginning 
to end, file it and regularly refer to it, as the one big issue 
in which they can find marketing, installing and servicing 
information. 
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SQUARE INCHES 









More than 30 pages (140 square inches 
to a page) of every aspect of the tele- 
vision market will make this section the 
biggest, most complete TV picture ever 
viewed. 


Features, some of which are illustrated on this page, that will interest 
the dealer, manufacturer, consumer, distributor, and advertising agencies 
make up this section. Listed below are some of the most important... 


Effect of Television on industry and the American social and 
economic life. 


e Present status of television as to number of stations, sets in 
use, purchase by income groups, etc. 


| Future growth of television—audience estimates — annual 
rate of set sales—development of UHF and color Television — 
| review of direct view and projection screens in the future. 


Programming as it exists today. 


+ 


Dealer problems in selling television (probably the most 
important section for it will cover every conceivable problem 
that will arise with present and future sales). 


» Number of sets on the market — a listing of current television 
manufacturers with a brief description of their entire line — 
listing of all accessory manufacturers such as antennas, 

filters, enlarging lenses, tubes, speakers, etc. 
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Here’s the chance of a lifetime to tie in your new products 
(appliances as well as TV) and Fall selling ideas for your 
dealers. You know the importance of keeping dealers sold on 
your products and inasmuch as the merchandising channels 
for appliances are the same for TV sets — what better way is 
there to reach them than through the pages of the number one 
trade publication in their field . . . particularly in this eagerly 
awaited issue. 


Remember the date...OCTOBER, 19495 


ELECTRICAL 
MERCHANDISING 


A McGRAW-HILL PUBLICATION 
330 West 42nd Street, New York 18, N.Y. 
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Selling the customer on the size screen, type of cabinet and 
meeting the prospective owner's purse are just some of the 
things a dealer needs to know when handling television. 





What is the best and least expensive way to install tele- 
vision sets? A good, fast installation will do a lot in bring- 





Emergency service is extremely important to keep set owners happy 
Perhaps another set on loan in case the owner's needs shop repair. 





Regular service day or night will pay off in the long run. Dealers 


need a ‘full set of test equipment, trained technicians, and 
a complete stock of parts to keep customers sold on television. 
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SHE WANTS TO TAKE 
showlwom ofjpeauance 
HOME WITH HER... 


i beep for yeare-/ 


Eye appeal sells women. Lasting fine appearance—“showroom appearance” 
that lasts on and on—makes them satisfied customers, brings them back to buy 
from you again. 


Bonderizing protects and preserves “showroom appearance” on appliances 
through years of service. Bonderizing anchors paint to metal, retards rust and 
corrosion, prevents spreading finish failure around accidental scratches. 


Women know Bonderizing. They’ve seen it advertised; they’ve experienced 
its benefits on automobiles, washers, refrigerators and other painted metal 
products. 





Use the sales influence of Bonderizing to help you sell. Tell your customers, 
“It’s Bonderized to look better longer’ 





Bonderite, Parco, Parco Lubrite—Reg. U.S. Pat. Off. 











’ ee : "7 | «(NEMA Member Sales, Not Industry) 
mee oa ——a £ J ae: x May |, _ See 44,253 
: : Ss ee ie Ma ree 61,435 
‘ PARKER R iS & y F 
<i IER RUST PROOF COMPANY quite | 5 Mos. 1949............. 197,071 
‘ sent —eP Detroit 11, Michigan — _ mise ee 297,139 
ES dir is Sa rah pee. Aaa peel : ees . -, &% Change versus 1948: 
BONDERITE—corrosion resistant paint base @ PARCO COMPOUND—rust resistant @ PARCO LUBRITE—wear resistant for a A. SSE re —27.971% 
friction surfaces i PR inasian nce cnx — 33.47% 
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Manufacturers’ Sales 


w= CONTINUED FROM PAGE 94 


RANGES 

(NEMA Member Sales, Not Industry) 
aes 52,881 
Mey 1068............. 106,407 
5 Mos. 1949.... ...... 400,806 
5 Mos. 1948 ee 546,109 
“> Change versus 1948: 

May 1949............. —417.38% 
S eek. POOP... 6c scene — 26.61% 
REFRIGERATORS 

(NEMA Member Sales, Not Industry) 
May I si as3 wins cathe ace 341,933 
.. ee Eee 335,411 
5 Mes.. 1909.........2..... ORR 
5 Mos. 1948............. 1,626,550 
“) Change versus 1948: 

May 1949............. +1.94% 
a Ae .. +10.96% 
ROASTERS 

(NEMA Member Sales, Not Industry) 
.. i. eee 10,123 
 —_ =e 62,902 
SE Toss cccs wees 113,929 
5 Mos. 1948............. 245,100 
“% Change versus 1948: 

May 1949............ —83.91% 
5 Mos. 1949............. —53.52% 
TOASTERS 

(NEMA Member Sales, Not Industry) 
May 1949............. 175,998 
a Ree 295,505 
5 Mos. 1949............. 1,344,384 
5 Mos. 1948............. 1,503,727 
% Change versus 1948: 

May 1949............. —40.44% 
DE sg Gade neo ta —10.60% 


VACUUM CLEANERS 


(Vacuum Cleaner Mfrs. Assn. 
Industry Estimate) 


es RE 929,850 
May 1948............. 216,657 
EG Sea enEnS 1,255,439 
S Whos. UGG... ....0.2.20- ESR 
% Change versus 1948: 

May 1949............. —19.45% 
DOE: CO iss ccdeewnss —19.23% 


WAFFLE IRONS 
(NEMA Member Sales, Not Industry) 


i I AE 32,260 
err 
TS, 235,626 
5 tet. TOGR.....c..2-5.. CHAM 
% Change versus 1948: 

“== —72.94% 
5 Mos. 1949............. —63.26% 


WASHING MACHINES, 
STANDARD Electric & Gas 
Engine 

(Industry Estimate by American Washer 
& lroner Mfrs. Assn.) 


"a 214,000 
May eee 377,895 
5 Mos. 1949............. 1,049,600 
SL 5 2 asters can 1,917,018 
% Change versus 1948: 

Ss ee —43.37% 
oe | ae — 45.25% 


WATER HEATERS, STORAGE 
TYPE 
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NESCO BROILER-GRIDDLES 


Nesco Broiler-Griddle No. 3012A (above) is for both Model 
109 and 126 roasters, fits into the cover hinge bracket. 
Fries bacon, eggs, wheat cakes on top. For broiling, meat 
is placed b th the el t, on the roaster’s adjustable 
rack, Griddle plate removable for washing. Broiler-Griddle 
No. 3013 (not shown) fits Model 125 roaster. 








PORTABLE ELECTRIC TIME CLOCK 


Model No. 128. Turns any 
appliance on and off at pre- 
set times. May be moved or 
placed in any convenient spot, 
It is also a regular electric 
kitchen clock. 
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NESCO OVAL 6-QT. ROASTERS 


Model 7015 (above) has accurate thermostat with sig- 
nal light. Stainless steel cover, removable Liack porcelain 
enameled cooking well, white baked enamel finish. with 
contrasting black trim, U. L. approved cord set, food rack 
and recipe book. Model 7014 is identical except that it has 
HI-LO heat control and white porcelain enameled cover. 


NATIONAL ENAMELING AND STAMPING COMPANY 


Executive Offices: 270 North 12th Street, Milwaukee 1, Wisconsin 


Sales Offices: Merchandise Mart, Chicago ¢ 
Candler Building, Atlanta « Ambassador Blidg., St. Lovis 
Western Merchandise Mart, San Francisco 


1949 





NESCO ROUND CASSEROLES 


Model 4212 (above) has thermostatic control, 2% -qt. 
capacity, white baked enamel finish with black trim, white 
porcelain enameled cover, removable black porcelain ename 
eled cooking well, U. L. approved cord set, recipe book. 
Ideal for cooking casserole dishes and small roasts. Model 
4211 is identical except that it has HI-LO heat control. 


200 Fifth Avenue, New York 
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smoothes the way to peak performance 


in the Apex 


For more than 35 years, Apex hour-saving 
appliances have represented advanced de- 
sign, precision manufacture, dependable ser- 
vice . . . plus exclusive features promoting 
volume sales. And here are newcomers— 
dryer and ironer—that are no exceptions to 
the Apex tradition. 

The dryer—bonderized steel, baked alu- 
minum finish, rust-resistant—has a vacuum 
system that draws air through clothes, assur- 
ing fast removal of moisture, thorough dry- 
ing. And clothes are cooled, for comfortable 
handling, before the dryer ceases operation. 

The ironer, with notable improvements in 
technical and operating features, introduces 
a design principle that enables Mrs. House- 
wife to fold it quickly away in a cabinet only 
18” x 36” x 25”. Result: An attractive, com- 
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Nichrome is manufactured only bv 


Driver-Harris Company 


HARRISON, 


BRANCHES: Chicago, Detroit, Cleveland, Los Angeles, San Francisco, Seattle 


dryer and ironer 


pact package that can be easily placed wher- 
ever desired, fitted perfectly into a modern 
kitchen-laundry assembly. 

And for those all-important “hidden as- 
sets”, the heating elements, Apex relies on 
Nichrome for each of these products — 
elements manufactured by Westinghouse 
Electric Corporation, wound with Nichrome 
high heat and corrosion-resistant metal 
alloy wire that gives a lifetime of trouble 
free performance. 

Profit by examples such as these, and 
make sure you, too, can say: “Heat-powered 
with Nichrome” when selling electrical ap- 
pliances. Time-proven Nichrome, you'll find, 
provides a sales-clinching plus value for re- 
tailer and consumer alike—is your assurance 
of a host of satisfied customers that stay sold. 


NEW JERSEY 


cocmeeas 
APPUANCES 








Manufactured and sold in Canada by 
The B. GREENING WIRE COMPANY, LTD., Hamilton, Ontario, Canada 


athe Apex Electrical Manufocturing Co., Cleveland, Ohio 
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*T.M. Reg. U.S. Pat.. Off. 
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Scheduled Meetings 


ROCKY MOUNTAIN ELECTRICAL 
LEAGUE 


Fall Convention 
Stanley Hotel, Estes Park, Colo. 
September 11-14 


PENNSYLVANIA ELECTRIC 
A 


Annual Meeting 
Benjamin Franklin Hotel 
Philadelphia, Pa. 
September 20-21 


GREATER PHILADELPHIA TRADE 
FAIR 


Electrical Assn. of Philadelphia 

Convention Hall & Commercial 
Museum 

Philadelphia, Pa. 

Sept. 24-Oct. 1 


16th NATIONAL RADIO EXHI- 
BITION 

“Radiolympia” 

Olympia, London 

Sept. 28-Oct. 8 


NATL. TELEVISION & ELEC- 
TRICAL LIVING SHOW 
Electric Assn. 


Coliseum, Chicago, Ill. 
Sept. 30-Oct. 9 











Bremicker Says Utilities 
Must Aid Appliance Sales 


The utility industry must coordinate 
its sales building effort to stimulate 
and maintain an active market for all 
domestic electric appliances, according 
to Carl T. Bremicker, vice-president, 
Northern States Power Co., Minnea- 
polis, Minn. With power supply again 
adequate, appliances readily available, 
lower prices and a buyers’ market, this 
coordination is essential. 

Speaking before a recent meeting of 
appliance distributors, utility men and 
industry representatives planning a 
home freezer campaign for the Twin 
Citics, Mr. Bremicker stated that 
under these conditions his company. 
after seven long years, finds itself back 
in the “sales promotion business.” 
Plans for the freezer campaign in- 
cluded 200,000 mailings to residential 
customers in the area, 12,600 lines of 
educational advertising in the Twin 
Cities newspapers, and 12 freezers con- 
tributed as prizes by distributors, all 
at an estimated cost of $10,000 for the 
promotion. 


Horton Buys F. L. Jacobs 
Home Laundry Division 


Horton Mfg. Co. recently purchased 
the home laundry equipment division 
of F. L. Jacobs Co., Detroit, Mich., 
according to A. E. Askerberg, presi- 
dent, Horton. Announcement of the 
sale finally confirmed unofficial reports 
during the past year that the Jacobs 
firm would stop washer manufactur- 
ing. 

Mr. Askerberg added that the Jacohs 
“Launderall” is being dropped irom 
the market since Horton will move all 
tools, dies, equipment and inventory 
of the Detroit company to the Fort 
Wayne plant where the company will 
begin production of the new Horton 
automatic washer. 
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THE | VORNADO OF THEM ALL! 


THE NEW Vornade- ’ FAN 
with the "MAGIC CIRCLE” Heat 


: CHIR k= 
> 
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a streamlined beauty with amazing heating power . ; 
sensational Vornado performance .. . at a BARGAIN PRICE 





BUYERS DEMAND more value for their money Laboratories . . . fully enclosed for complete 
today. Give them what they want. Sell the new safety... . with swept-back “Stay-cool” handle. 
Vornado Heater-Fan . . . the two-in-one appli- _It’s a streamlined beauty . . . a powerhouse of 
on ance with dozens of uses every day in the year. performance ... @ nationally advertised product 
Here’s a powerful fan-driven forced draft heater, “ favorably known to millions . . . millions of 
sales... producing 4500 or 6000 BTU of dry, clean heat _ bargain-hungry buyers waiting for just this kind 
. concentrated by the exclusive “Magic Circle” of double value you can give them in this great 
ill) aol aeiits Heat Guide and reflector. At the flip of a switch, | new Vornado product. Place your order now... 
it’s an efficient fan, with 1000 cubic-feet-per- make the Vornado Heater-Fan your big value 

profits you'll minute capacity. It’s approved by Underwriters’ /eader throughout the season ahead. 
make VORNADO HEATER-FAN IS A PRODUCT OF O. A. SOTTON CORPORATION, WICHITA, KANSAS 

eco 





order P/ommadeo- FANS from your jobber TODAY! 





for 


electric water heater 


specify...replace... 


with 


ERFEX 


TWIN CONTACT CONTROLS 





SURFACE 
TYPE 
SERIES 552 








"UNIT PACKED" 
IN DISPLAY BOXES 
TO SELL! 





IMMERSION 
TYPE 
SERIES 652 





positive 
dependable 


For years of trouble free service, 
demand Perfex Twin Contact Controls 
for new equipment specification or for 
replacement of any make. 


PERFEX SURFACE TYPE 


Ease of installation and dependability are 
outstanding features of these bimetal 
actuated thermostats. Positive, magnetic 
snap action is provided by the heavy duty 
twin contact switch—kept free from dust 
in a compact bakelite case. Ample current 
capacity to carry all standard electric 
water heater loads is built into the husky 
switch contacts. Checking circuit opera- 
tion after installation is easily done with- 
out disturbing temperature settings. Re- 
places any surface type electric water 
heater thermostat. 


9ERFEX IMMERSION TYPE 
[These dependable, positive-acting ther- 
mostats are simple in design .. . ruggedly 


built. Installation is simple—snaps into 
well without use of tools—no leveling— 
easy to wire. Positive, magnetic snap 
action is a feature of the fully-enclosed 
heavy duty twin contact switch, actuated 
by powerful bimetal. Ample current 
carrying capacity is provided by oversize 
switch contacts. 


ORDER TODAY from the manufacturer you 
represent or WRITE FACTORY for name of 
Perfex Service Distributor 


OVER A HALF MILLION 
SATISFIED USERS! 





Perfex Corporation, Milwaukee 7, Wis. 


In Canada, Perfex Controls Ltd., Toronto 1, Canada 


MANUFACTURERS! You can insure positive, dependable performance 
in your electric water heater by using these controls as original 
equipment. Write Perfex today! 














Selling Freezers Profitably 
Described at PCEA Meeting 


Conley of Coolerator reviews freezer potential; speakers 
discuss load building, consumer education, LPG program 


The home freezer is a city appliance 
the same as a refrigerator or a range, 


and the dealer should figure bluntly ~ 


that any family that eats food is a 
prospect for a freezer, W. C. Conley 
Jr., sales manager of the Coolerator Co. 
told members of the business develop- 
ment section of the Pacific Coast Elec- 
trical Assoc. at its anual convention in 
Coronado, Calif., May 26-27. 

“There is an annual freezer sales 
volume of 20 million dollars for us to 
shoot at,” he said. “The freezer is here 
to stay—it is an accepted appliance. 
Today 4.2 percent of the wired homes 
in the country have home freezers. The 
freezer in a short span of years has 
reached a public acceptance point that 
it took many other electric appliances 
more than 20 years to attain.” 

But, “to promote and sell freezers, 
we must follow the same practices used 
to promote and sell all other specialty 
appliances,” and by doing so “we can 
build an attractive volume of freezer 
business.” Mr. Conley reviewed some 
of the sales practices that Coolerator 
and other freezer manufacturers were 
emphasizing as essential in any deal- 
er’s freezer selling program: (1) 
Getting a freezer into the salesman’s 
home, because no one can tell the 
freezer story effectively without per- 
sonal experience; (2) Adequate dis- 
play, with live food, to interest the pros- 
pect in the end results of a freezer; 
(3) Promotion through all media to 
supplement the manufacturers’ cam- 
paigns; (4) Special offers (food, 
freezer accessories, etc.) primarily to 
build advertising readership and floor 
traffic; (5) Rental offer at such times 
that it is possible; (6) Meter selling— 
(no woman will miss a daily payment 
when the freezer is full of food.) 

Pointing part of his talk at the elec- 
tric utility people who made up the 
majority of his audience, Mr. Conley 
emphasized that “the freezer has be- 
come a most attractive load builder. 
With a connected load of only 250 to 
300 watts, and an annual consumption 
of approximately 900 KWH, the 
freezer has the finest load factor of any 
plug-in appliance on the market today. 
In 1948 it rated second to the refrig- 
erator as the largest load building plug 
in appliance.” 

Mr. Conley was one of nine speakers 
on an impressive program of the 
PCEA’s Business Development Sec- 
tions program during the two morning 
sessions, which were attended by ap- 
proximately 100 utility men, whole- 
salers and appliance retailers. On the 
second day’s program was James T. 


Coatsworth, commercial director of 
the Edison Electric Institute, New 
York, who described EEI’s “Of 


Course, It’s Electric” program which 
will be sponsored by the whole elec- 
trical industry. “The time is rapidly 
approaching when load building will 
be a necessity.” Mr. Coatsworth said 
and the utilities will have to make 
further plans to aid the dealers in 
building their appliance businesses. He 
said that there has been a 23 percent 
potential increase in the appliance 
market through increase in new elec- 
trified homes. At the same time, the 
people as a whole have the money to 
buy because their disposable personal 
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income is at an all time high. The one 
thing needed will be the “willingness to 
buy” and that will require salesman- 
ship by the whole electrical industry, 
said Mr. Coatsworth. 

Brought in as a sales expert from 
outside the electrical industry, Cyril 
C. Niggs, president of Bell Brand 
Foods, Los Angeles, gave the electrical 
industry a clear analysis of some of the 
selling techniques which he believed 
from observation and experience, the 
retail appliance field would have to 
consider right now to succeed in a buy- 
ers’ market. He suggested that dealers : 
(1) Shop other stores to look for mis- 
takes and practices which might be go- 
ing on in their own organization but 
to which they are too close to 
recognize; (2) Get back to funda- 
mentals of selling; (3) Sell the com- 
fort, pleasure and enjoyment that 
comes from owning an appliance, not 
sell the appliance as an object; (4) 
Try not to farm out appliance and 
radio service because the dealer's best 
prospects are his present customers. 

The Business Development Section 
heard other speakers including Chas. 
B. MacGlashan from the fuel oil de- 
partment of Shell Oil Co., who ap- 
peared as a “Daniel in the Lion's 
Den” with an address on “LP Gas and 
Its Progress on the Pacific Coast” 
from the LPG industry’s point of view. 
He opened the eyes of his electrical in- 
dustry audience with descriptions of 
present day LPG progress—showing 
that the numbers of users of LPG had 
doubled every two years between 1939 
and 1949. Mr. MacGlashan stated that 
the petroleum industry is well able to 
meet any demands for increased LPG 
consumption for many years to come. 
Biggest problem for the LPG industry, 
he said, is storing the gas to meet the 
seasonal peak demand. But, the LPG 
industry intends to overcome that 
obstacle by developing larger summer 
loads that will warrant increasing the 
production facilities to a point that will 
handle any peak demand. 


Frigidaire Milestone 


PRODUCTION of the eleven millionth 
Frigidaire refrigerator finds C. E. Wilson 
(left), president, General Motors Corp., 
congratulating Mason M. Roberts, gen- 
eral manager, Frigidaire, at Dayton plant. 
Occasion took place nearly 28 years after 
the first unit was built in Dayton. 
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WOMEN USE THE COMPANION 






MILLIONS OF WOMEN have always used the 
COMPANION as their guide to planning — and buy- 
ing — whether it’s dresses or groceries, refriger- 
ators or nail polish. And now there’s an extra 
COMPANION service that’s attracting women by 
the thousands! To date 4,359 women’s clubs from 
coast to coast use the COMPANION’S Packaged 
Club Programs. These programs, based on the 
COMPANION Public Service Features, reach over 
415,000 women regularly. More and more clubs 
are joining every day — finding out from their 
COMPANION how to improve their communities! 


This is the kind of editorial vitality that gets a 
magazine read cover to cover...the kind of 
vitality that builds your sales when you use a 
COMPANION feature as a tie-in with your goods! 


Here’s how YOU can use it for bigger profits... 


COMPANION FEATURES on electrical equipment are 
specially selected and presented to do three jobs. They 
bring to the woman all the latest information and 
ideas she’s learned to expect from her COMPANION 
... they are designed to build the sales of the many 
electrical products advertised in the COMPANION... 
they are especially pointed towards pushing sales at 
the retail level by providing exciting window and 
counter display material. Try tie-ins with COMPANION 
features every month—and always display the 
merchandise advertised in the COMPANION (listed at 
right)! More sales-building ideas due in September! 


vous wwe UOMIPANTON 


THE MAGAZINE OF PERSONAL SERVICE, HOME SERVICE, 
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RESULTS 
IN ADVERTISING— 


Products advertised in the 
COMPANION have a big ad- 
vantage—the NUMBER ONE 
editorial boost! No wonder 
dealers find it more profit- 
able to display these Elec- 
trical Products! 


Camfield Automatic 
Toaster 


Domestic Sew- 


machines 


Frigidaire Automatic 
Washer 


Frigidaire Electric 
Range 


Frigidaire Refrig- 
erator 


G-E Clocks 
G-E Irons 


General Mills Tru- 
Heat Iron 


General Mills 


Automatic Toaster 


Maytag Washer & 
lroner 


Nesco Electric 
Roaster 


Philco Freezer 


Speed Queen 
Washers & lroners 


Sunbeam Coffee- 
master 


Sunbeam Mixmaster 
Westinghouse Range 


Westinghouse 
Refrigerator 


White Sewing 
Machines 
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iN jaspe Ye dy 
| Y/) KUSTOMIZED 


Put a “sold” tag on your steel 
kitchens by showing and 
featuring the new Kustomized 
Counter Top in Jaspe Gray 
plastic. 


fllihen fii 


STEEL KITCHENS 


These new plastic tops will definitely bolster kitchen sales. They have 
beauty as well as durability. They are resilient, stainproof, chipproof and 
wear like iron. Light, satin finish Jaspe gray will harmonize with any 
kitchen color scheme. It has long been popular for flooring. It is ideal for 
counter tops. 

Kustomized Tops were the hit of the July Market. They are available in 
either Jaspe gray or Jet black. Their base is steel, trim is satin-finished 
stainless steel. They may be sealed together with a watertight joint, on 
the site of installation, eliminating all cracks and crevices. They give a 
kitchen that “custom-made look”, but at prices far below any other counter 


top offering the same advantages. 





See your Kitchen-Kraft 
distributor for full details 


or write Sales Department, 


MIDWEST MFG. COMPANY 


Galesburg, Illinois 
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Gives Dealers Time 
To Move Old Stocks 


It took Lewyt to do it. Two hun- 
dred and fifty distributors, utility 
and department store officials— 
gathered in New York for Lewyt 
Corp.’s Second National Sales Con- 
ference last Jume. The three day 
conference, billed as “a $50,000 show 
with $1,000,000 worth of major ap- 
pliance selling ideas,” included 29 
well planned skits by professional 
actors, discussions of sales problems 
facing all appliance dealers today, 
and a look at the new Lewyt vacuum 
cleaners. 

Good News for Dealers. Whole- 
salers went away with a lot more 
than a good taste in their mouths, 
for besides excellent ideas on selling 
and promotion offered by Lewyt 
executives, they were told of an 
intensive promotion campaign and 
an inventory-protection scheme for 
dealers. The new models, explained 
Alex M. Lewyt, president, will be 
shipped late in August, but national 
advertising on them won't. be 
pushed until early in October, thus 
giving retailers plenty of time in 
which to clear out their present 
stock. 

New Features. The new 1950 
cleaner will have a great many im- 
provements without change in basic 
design, explained Lewyt. Among 
other innovations are a “videopak” 
which will eliminate cleaner inter- 
ference with TV reception, a “magic 
energiser” which helps keep filter 
paper clean and maintain suction, 
and new “lock-tight” wands. 

All This And TV Too. “Our 
business is show business,” said 
Donald B. Smith, sales promotion 
manager, “and we must stage a 
better show than any other vacuum 
cleaner to realize our objective.” 
To bear this out he told of tele- 
vision shorts, spot movies and 
demonstration films planned to 
spark the Lewyt campaign. Half-a- 
million dollars to be spent for na- 
tional magazine coverage in addition 
to expanded trade paper and coop- 
erative advertising rounds out an 
aggressive selling program. 

Outside Salesmen Wanted. Many 
dealers nowadays, declared Paul 
Crocker, director of field sales train- 
ing, will have to take on outside 
salesmen to keep up with today’s 
merchandising pace. To meet this 
need, he offered ideas on (1) where 
to get men, (2) how to train them, 
(3) how and where to get leads for 
them, (4) and how to compensate 
them. To sell customers once they 
come inside the store, speakers of- 
fered ideas on displays and unveiled 
the Lewyt Cedarized Treasure 
Chest, an attractive hassock, big 
enough to hold the Lewyt cleaner 
or an equivalent amount of clothes 
and blankets, which sprays a cedar 
mist into the contents whenever it 
is sat upon. Retailing at $24.95, but 
sold to dealers at $4.95, the chest 
can be given in trade for used 
cleaners. The display aids described 
included an idea for a “Lewyt 
Market Place”’—a special Lewyt 
selling space on the dealer’s floor. 
A new book, “Do it with Lewyt” 
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_Lewyt Unveils New Models 
™_ At $50,000 Convention 


was presented as an aid to whole- 
salers in selling dealers on the 
Lewyt franchise. 

4 Million Cleaners. Sales pro- 
motion manager Donald B. Smith, 
telling the Lewyt story, explained, 
“The Lewyt cleaner has been on 
the market exactly 21 months, but 
surveys have found that Lewyt has 
gained first place in preference by 
independent dealers. Consumer ac- 
ceptance, slower and harder to gain, 
has been won to the point where our 
production is at the rate of 250,000 
units a year.” 


Coupon TV Service Plan 
Proposed In Chicago 


The Television Installation & 
Service Association of Chicago is 
considering a new service policy 
using coupons to pay for repair 
calls, Frank J. Moch, president, an- 
nounced recently. The plan calls 
for a flat rate of $35 for installation 
under normal conditions, $30. of 
which represents the price of six 
coupons. A coupon will be sur- 
rendered each time a service call is 
made, and unused coupons are re- 
deemable for $4 apiece at the end 
of a year. Details of a parts guaran- 
tee are still being worked out. 





BENDIX 


makes and 
sells more 
Automatic 


Home Laundry 


Equipment 
than 
any other 
manufacturer 
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IT’S EASY TO SEE WHY 


New Frididaire Home Freezers offer 
a great ei protit opportunity / 


For over a quarter-century Frigidaire has 
been building low-temperature cabinets — 
more than 500,000 of them. Now the bene- 
fits of this experience are built into great 
new Frigidaire Home and Farm Freezers. 





~ 


~ 


+ 
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This beautiful new home freezer is styled 
q by Raymond Loewy, famous industrial de- 
signer. It’s built by the makers of America’s 
No. | Refrigerator. And it offers many 
exclusive advantages — features like the 
Meter-Miser, simplest refrigerating mech- 
anism ever built, extra thick insulation, all 
‘ steel cabinet and rust-proof steel interior. 


Moreover, Frigidaire is backing up its 

dealers with an important home freezer 

| advertising and merchandising program. 

This is typical of Frigidaire merchandising 
on all its products. No wonder the Frigid- 

aire franchise is so valuable! a 
Freezes 

and stores 
| 290 lbs. 
of food / 


' 
The one and only Meter-Miser is preci- 

sion-built like a fine watch — permanently 
| ; sealed against dirt, 
N air and moisture — 


oiled for life. That’s 





The beautiful new Frigidaire 8.4 cu. ft. model 


— — te 
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the secret of its long, 
trouble-free service 
and amazingly eco- 
nomical operation. 


New Frigidaire large-capacity freezers are 
engineered for heavy duty on farms, in large 
city homes, in businesses. They're built of 
heavy gauge steel, insulated with an extra- 
thick layer of fibrous glass, powered by rugged 


Frigidaire reciprocating compressors. They 
have separate freezer compartments, counter- 


is powered by the Meter-Miser—the same 
unique refrigerating mechanism that has proved 
itself in millions of Frigidaire Refrigerators. 
Handy sliding wire baskets and dividers keep 





balanced lids, separately-powered alarm bell 
that rings if cabinet temperature rises 5 to 10 
degrees, and many other important advantages. 
Model HK-18T has 18.62 cu. ft. of storage 
space, holds 650 pounds of food. Model HK-26T 
has 26.1 cu. ft. of storage space, holds more 
than 900 pounds of food. 


Depend on FRIGIDAIRE “s¥ 
to do things right 
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foods organized and easy to reach—a special 
shelf provides a convenient place to freeze foods 
before storing in freezer. Counterbalanced lid 
raises or lowers at a finger-touch, stays open in 
any position —light comes on when lid is lifted. 








Frigidaire Combination 
Refrigerator and Home Freezer 


This is Frigidaire’s famous Cold-Wall Imperial 
IL-100—a big, luxurious refrigerator combined 
with a Locker-Top Freezer that holds 70 pounds 
of frozen food. Has 10 cu. ft. of storage space in 
all. It’s ideal for homes where space is at a pre- 
mium—for families that don’t need a full-size 
home freezer. Cold-Wall food compartment 
never needs defrosting, foods stay fresh un- 
covered. Styled by Raymond Loewy, powered by 
the Meter-Miser. Also in 8 cu. ft. size. 
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Gas Burning Heater 
Model GH 3049 


Another of the “Anniversary” line of de- 
pendable Silent Sioux home heaters. Also 
styled in the beautiful “Chippendale” 
period, the cabinet harmonizes perfectly 
with either the modern or traditional 
home decoration scheme. Notice that the 
customary manufacturer’s name plate is 
left off the front, further increasing its 
value as a fine “period” cabinet. 


The new vented type burner is a marvel 
of efficiency. The heater both circulates 
and radiates heat and is adaptable to 
natural, manufactured or liquid petro- 
leum gases by changing orifices. Available 
with either manual pilot or 100% shut 
off valve and pilot. Another Silent Sioux 
value in the home heating field. 


Silent Sioux Circulating Fan 
Increases Efficiency of Any 
Heater 


Designedtofitany = __RE® 
oil, gas, or coal ‘ 
circulating heater 
with 6 inch diam- 
eter stack. Recap- 
tures heat usually 
lost up flue, circu- 
lates larger vol- 
ume of heated air 
from top, front 
and sides of heat- 
er. Cuts fuel bills. 
Built in draft reg- 
ulator. Simple to 
install with 4 
screws to back. 
Explain function High-pressure 5-blade fan 


forces heated air to circu- 
to any heater own- late three ways. Inconspic- 





er and vou’ve uous when installed. Com- 
made a profitable —°°<t, 'ow cost, one package 

> unit nothing else to 
sale! buy 
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Cone Really Climb: 


Declining sales indicate that high prices, inefficient, gadget- 
loaded equipment won’t sell. Buyers now demand the most 
value for their money. Here’s how to boost your heater 
sales-curve and keep it rising! 

Every single Silent Sioux dealer who has seen the new 
“Anniversary” line of oil and gas home heaters, agrees that 
Silent Sioux has done it again. Fine “period” cabinets in 
the beautiful Chippendale design, plus advanced engineer- 
ing features, available in no other moderately priced heat- 
ers! The most value for the heating dollar . . . that’s been 
Silent Sioux’s reputation for more than a generation. 

As a reputable dealer in quality products, you owe it not 
only to yourself, but also to your customers to sell Silent 
Sioux in °49. Get acquainted with the complete line of this 
dependable oil and gas home heating equipment. Your 


inquiry will bring our complete story. No obligation, of 
course. 



















































In ‘49 . . . Silent Sioux introduces national 
advertising in leading consumer magazines! 





Oil Burning Heater Model PF 5149 


One of the “Anniversary” line of dependable ’ 
Silent Sioux home heaters. Styled in the traditional Chippendale design, and with- 
out the customary manufacturer’s name plate, this beautiful“period cabinet” blends 
perfectly in any room scheme. Finished in satin-smooth, warm-brown, hammertone, 
it is a fine furniture piece that any home maker will be proud to own. 


Twin radiators, big combustion chamber and the famous Triplex burner, get the 
most heat from every drop of oil. Three-way floor level, forced circulation directs 
the heat where it delivers the most comfort . . . in the living area. Forced draft 
reduces fuel costs, increases combustion efficiency and provides positive draft. No 
other moderate price oil home heater has all these advanced engineering advantages. 


\/ Famous Triplex Burner 


Silent Sioux users agree that this is the most efficient burner made. No moving parts . . 
Silent in operation. Three stage progressive combustion insures perfect mixture of air and 
oil for highest heat efficiency from every drop of fuel. Gets more heat, faster. 


\/ Twin Radiator Construction 


Located on each side of the combustion chamber, they greatly lengthen flue travel and 
increase heat efficiency of the unit. 


\/3-Way Floor Level Forced Circulation 


Quiet, powerful, hi-speed blower directs the heat on the floor three ways. No more cold 
floors even in the worst, sub-zero weather. Cuts fuel bills. Circulates clean, constant warmth 
into every nook and corner of the living area. Blower unit is inside the cabinet. 


\/ Forced Draft Combustion 


During medium and high fire operation, air is forced through bottom of combustion chamber, 
creating forced draft combustion in the Triplex burner. This greatly reduces fuel costs. 
Increases burner life and efficiency, and provides positive draft throughout. No other mod- 
erate price heater has this feature as an integral part of unit. 


\/“Chippendale” Period Cabinet 


Efficiency plus beauty! A home heater that has the appearance of a fine furniture piece. 
A truly remarkable accomplishment in traditional cabinet designing. 


NEW Silent Sioux Wall Fan Boosts Heat 





i 
4 . . . 
B Silent Sioux Oil Burner Corp. Dept. EM8 Orange City, lowa ; inexpensively into those Blocked-Off 
i 
t Gentlemen: Please send me complete information about the new “Anniversary” line Rooms 
i of Silent Sioux heaters and dealer franchise. t 
° ‘ Installed in partition close to ceiling it circulates lazy ceiling 
4 | would also I’ke to know more about Circulating Fan and the New Wall Fan [ ' heat into next room and down to the floor thereby restoring 
heat circulation in hard to heat rooms. It increases efficiency 
Y 4 of any space heater or floor furnace, saves on fuel, and im- 
Neme i proves health and comfort of the user. Uses less current than 
i ordinary light bulb. Boosts heat at rate of 200 C.F.M. 
t i Finished in smooth, brown hammertone, with aluminum grill 
Address on both sides, does not mar appearance of room. So de- 
t i signed to be easily installed in any wall from 23” to 54” thick. 
1 : 
City State... ea ee 
J i] 


Be ee ee eee at SILENT SIOUX OIL BURNER CORP., Dept. EMS, Orange City, la. 
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ADMIRAL Rotiss-O-Mat 


Admiral Corp., 3800 Cortland St., 
Chicago, 47, Ill. 


Device: Admiral Rotiss-O-Mat auto- 
matic self-turning, self-basting range 
barbecue optional for Admiral S-1, 
S-2 and S-3 Selectric range ovens. 


Selling Features: Holds poultry and 
roasts on electrically driven revolv- 
ing spit; slides in and out of range 
oven like oven rack; unit can be 
taken to sink and washed; consists 
of aluminum drip pan; ? hexagonal 
stainless steel skewer;  3-position 
skewer socket plate; top position for 
rare meats, middle for medium and 
bottom for slower grilling; finger- 
touch switch under oven door cuts 
usual oven current to 1450 watts; 110- 
115 volts. 
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COOLERATOR Refrigerator 


The Coolerator Co., Duluth, Minn. 
Model: Select-O-Shelf model 9RD8U. 


Selling Features: Deluxe 8 cu. it. 
model features new type shelving which 
permits homemaker to “design her own 
interior” with more than a half-dozen 
arrangements possible; handy-drawer 
type snack basket for easy-to-reach 
storage of small items; has 17 sq. ft. 
shelf space in a cabinet 3-in. lower and 
narrower than other conventional 8-it. 
models, the manufacturer claims; a 
dash of color has been added to the 
plastic breaker strip; other features in- 
clude 4-zones of controlled cold: 
across-the-top freezer compartment 
provides storage for more than 40 Ibs. 
frozen foods and will make 54 ice 
cubes; Chill-R-Ator shelf operating at 
approximately 8 deg. below freezing 


for frosted desserts, salads and bottled 
beverages; Flavor-Savor compartment 
has 1734 sq. ft. shelf space and the 
Crisp-O-Lator has 17 qt. capacity. 
Price: $299.95. 
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HORTON Automatic Washer 


Horton Mfg. Co., 731 Osage St., 
Ft. Wayne, I, Ind. 


Device: Horton Laundeluxe automatic 
washer No. 490. 

Selling Features: Fills, drains, washes, 
triple rinses, spins and fluffs auto- 
matically; double tumble washing ac- 
tion against vanes in cylinder gives 
water and washing action—cylinder, 
reverses every 30 secs.; 3 rinses with 
2 double tumble activated deep water 
rinses; 4-in. dripless dry spin; ac- 
cessible lint trap; uses only 15 gal. hot 
water (max) and 28 gal. total water 
per load; top loading door; 10 lb. ca- 
pacity; 2 bolts anchor washer firmly 
in place; self-cleaning console cabinet 
counter height and depth; front base 
has toe indentations; rounded corners; 
porcelain enamel interior ; baked white 
enamel exterior. 
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LEWYT Cleaner 
Lewyt Corp., 60 Broadway, Brooklyn, 11, 
N.Y. 


Model: Lewyt 1950 cleaner No. 44. 
Selling Features: Improvements in- 


clude a new “magic energizer” which 
keeps filter paper clean and maintains 
complete suction through cleaning; new 
“video-pak” which eliminates television 
interference—the white streaks which 
can be caused by ordinary appliances ; 
new “lock-tight” wands; an improve- 
ment in the No. 80 carpet nozzle 
which permits cleaning tool to slide 
across floor more freely; and an im- 
proved paper filter which fits dust 
bowl more easily and which filters 
most minute dust particles. 

Electrical Merchandising, August, 1949 
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DUCHESS Washer 
The Appliance Mfg. Co., Alliance, Ohio 

Device: No. 6M wringer type washer. 
Selling Features: 10 |bs. capacity ; full 
skirted machine with 23 in. diam. tub; 
24 gal. full or 19 gals to load line. 
Price: $99.95. 
Electrical Merchandising, August, 1949 





SUNKIST Juicit 


Chicago Electric Mfg. Co., 6333 W. 
65th St., Chicago, 38, Ill. 


Model: a Sunkist deluxe 
Juicit No. 2701 

Selling Feihuves: Features oscillating 
strainer of commercial models; reams, 
shreds, shakes down all the available 
juice and pulp; easy to keep clean and 
easy to operate; a.c. only. 

Price: $19.95. 

Electrical Merchandising, August, 1949 


New Product Highlights 





Horton es its Laundeluxe automatic washer. 


A removable Rotiss-O-Mat barbecue device—self-turning and self-basting 
—is now available for use in the Admiral Selectric range ovens. 


The improved Lewyt cleaner has some important new features. 
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KOLD-PAK Refrigerator 


Kold-Pak, Inc., 3179 Cedar Rd., 
Lansing, 4, Mich. 


Device: Kold-Pak portable refriger- 
ator. 

Selling Features: Top opening for 
easy carrying; hermetic sealed 1/10 
h.p. Tecumseh unit; 24 in. long, 16 
in. wide, 19 in. high; uses standard 
Freon 12 refrigerant; all steel box, 
aluminum interior; 2 in. Fiberglas in- 
sulation; Rancostat control may be 
set at desired temperature; weighs 75 
lbs.; blue-gray wrinkle exterior finish. 
Electrical Merchandising, August, 1949 
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MODERN Water Heaters 


Modern Water Equipment Co., 
West Chicago, Ill. 


Models: ME-55S, ME-55D, ME-88-S 
and ME-88-D. 

Selling Features: All models equipped 
with black heat band type surface ele- 
ments with large heating area and low 
wattage input per sq. in. heating area ; 
built-in heat trap to prevent back cir- 
culation of hot water line; adjustable 
surface type snap action thermostats : 
newly designed cold water baffle; extra 
heavy blanket type insulation; heavy 
gauge steel tanks and jacket with full 
length front access panel ; white baked- 
on Dulux enamel. All models available 
with or without magnesium anode pro- 
tection; 10-year tank warranty. 
Prices: From $123.50 to $139.50 for 
55 gal. models; and from $162.50 to 
$179.50 for 82-gal. models. 
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UNIVERSAL Cleaners 


Landers, Frary & Clark, New Britain, 
Conn. 


Vodels: Deluxe 5708 and VC 5706 
floor type motor driven brush cleaners. 
Selling Features: Deluxe model fea- 
tures new all steel frame, motorhood 
and nozzle housing; 2-tone chrome 
and baked enamel finish; blue twill 
bag; Day-Glo headlight; gold re- 
flector panel; suction regulator; auto- 
matic rug-adjustment nozzle; Ever- 
Clean paper bag can be thrown away 
and replaced. 

VC 5706 features suction regulator ; 
automatic rug nozzle; motor driven 
brush; all-metal construction; 3-posi- 
tion touch toe control ; “Lite-all” head- 
light; grey envelop pleated sanibag. 
Price: Deluxe $59.95; VC 5706, 
$49.50; complete set deluxe attach- 
ments for either model, $19.95; stand- 
ard set, $13.95. 
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NORGE Refrigerator 
Norge Div., Borg-Warner Corp., Detroit, 
Mich. 


Model: Deluxe 6 cu. ft. Self-D-Froster 
model SR-64. 

Selling Features: 6.08 cu. ft. capacity: 
side freezer holds up to 17 lbs. frozen 
foods; crisper or hydrovoir extends 
full width of food compartment with 
glass shelf cover; Norge Rollator Cold- 
maker compressor mechanism has only 
3 moving parts; other models in line 
include B-64, SR- 64, 6 cu. ft. models: 
and R-849, SR-849, Hd-849, SD-849 
and SDF-849, 8-cu. ft. models; and 
R-1049 and SD-1049, 10-cu. ft. models. 
Price: SR-6A4, $209.95. 
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RITTENHOUSE Door Chimes 
The Rittenhouse Co., Inc., Honeoye Falls, 
N.Y. 

Device: New line of door chime mod- 

els complete with display boards. 
Selling Features: 
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Featuring patented 





Floating Percussion Unit, eliminates 
chime static; special new chime alloys 
provide clearer medolium golden tones; 

all models provide signals for rear and 
front doors; higher priced models have 
3 and 4 different melody selections ; 
volume control and a shut-off switch; 
models from those designed for small 
apartments to those for finest homes. 


Prices: From $3.95 to $89.50. 
Electrical Merchandising, August, 1949 





ARVIN Heaters 


Arvin Div., Noblitt-Sparks Industries, Inc., 
Columbus, Ind. 


Models: Nos. 223, 223A and 223B. 
Selling Features: New “Safe-Guard” 
safety switch in base of heater re- 
quires weight of heater on it to main- 
tain contact—current shuts off in- 
stantly if heater is overturned or 
tipped off upright position ; delivers 42 
cfm warm air, drawing cold air from 
floor and heating and fan-forcing over 
wide area; 110-120 volts ac., 1320 
watts ; chrome handles and grilles; on- 
and-off toe switch; 14 in. high, 10 x 7 
in. base; No. 223 has tan hammerloid 
finish, No. 223A and 223B have red 
glow signal light and are finished in 
Gardenia cream enamel and Burgundy 
enamel with chrome trim respectively. 
Prices: No. 223, $12.95; No. 223A and 
223B, $13.95. 
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G-E Mixer 
General Electric Co., Bridgeport, Conn. 


Device: Redesigned G-E mixer. 
Selling Features: Weighs only 34 Ibs. 
without base and occupies less space 
than previous models; 3 beaters pro- 
vide triple- whipping action; horizontal 
position of mixer motor makes it pos- 
sible to store unit in small space; 
streamlined gray handle; white enamel 
finish; multi-speed selector dial on 
front motor; built-in light illuminates 
bowl; power unit easily removed from 
base for easy portability—a quick 
twist and mixer can be inverted 
for use with juice extractor; complete 
with a 5-qt. mixing bowl, a smaller 
bowl and a juice extractor; 150 watts, 
115 volts, a.c. or d.c. 

Price: $34.95. 
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CROSLEY Ranges 


Crosley Div., Avco Mfg. Corp., 
Cincinnati, O. 

Models: SE-119, DE-129 and AE 119. 
Selling Features: SE-119 has 3 rod 
type surface cooking units; standard 
deep-well cooker, waist- high broiler, 
large over-sized balanced heat oven 
with self-adjusting heat sealed oven 
door; non-tilting racks with safety 
stop ‘backrails ; 40 in. wide; spacious 
utility storage compartment. 

DE-129 has all the above features, 
plus a 10% in. backguard with built-in 





fluorescent lamp; double-duty well 
cooker can be converted into a sur- 
face unit; automatic clock timer; oven 
thermostat and oven broiler control 
switch; 2 appliance outlets, one is 
automatically controlled; interior oven 
light. 

AE-119 apartment model has 3 sur- 
face cooking units and a waist high 
broiler; 21-3/8 in. wide. 
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ACME TRU-ZONE Refrigerator 


Acme-National Refrigeration Co., Inc., 
634 Dean St., Brooklyn, 16, N. Y. 


Device: Acme Tru-Zone “drawer- 
type” refrigerator. 

Selling Features: Two smooth-opening 
drawers with nylon roller bearings 
equipped with “floating” slides to pro- 
vide perfect balance; drawers slide 
closed at light touch of fingertip; self- 
locking automatic lock makes drawers 
close perfectly each time; 6 cu. ft. ca- 
pacity, but drawer arrangement makes 
it possible to hold needs of a family 
formerly .using an 8 cu. ft. model; 


Tecumseh hermetically sealed unit; 


AUGUST, 


vegetable crisper; 4 ice trays; large 
meat tray; egg rack can be used for 
many other purposes; drawer arrange- 
ment provides food in full view at 
fingertips 36 in. high occupies floor 
space 27 in. wide 24 in. deep. 

Price: $239. 
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E-Z Juicer 


Schwalb & Co., 1190 Bryant St., 
San Francisco, 3, Calif. 


Device: E-Z fruit and vegetable juice 
extractor. 

Selling Features: Centrifugal force de- 
veloped from whirling at 10,000 rpm 
to break down each cell and free juice 
contained in it—this force combined 
with cutting action of fine teeth on 
cone shaped scroll through which 
fruit or vegetable passes results 
in extraction of all natural juice; 
weight of vegetable or fruit itself 
causes it to move downward over rows 
of teeth which gradually increase in 
size on scroll, at same time centrifugal 
force causes extracted juice to move 
upward toward spout; fine holes on 
side of scroll prevents dry pulp from 
mixing with juice; 70 percent of 
weight of a carrot is extracted in natu- 
ral juice, and remaining 30 percent of 
dry pulp is automatically ejected 
through another spout, the manufac- 
turer claims; stain-resistant Cromaloy ; 
rubber feet; sealed-in 115 volt a.c.- 
d.c. motor; weighs only 114 lbs; diam. 
at base 78 in. 12 in. high. 

Price: $69.50 f.o.b. San Francisco. 


Electrical Merchandising, August, 1949 





SKILSAW Sander-Polisher 


Skilsaw, Inc., 5033 Elston Ave., 
Chicago, 30, Ill. 

Device: New 6-in. home-shop sander- 
polisher No. 517. 
Selling Features: Sands, drills, pol- 
ishes, buffs, removes paint, varnish; 
complete with power unit, detachable 
side handle, 7 ft. of 3- conductor rubber 
covered cord; rubber disc pad with 
Allen disc pad wrench; 3 assorted 
sanding discs, lambswool polishing 
bonnet ; a.c.-d.c. motor ; die-cast alumi- 
num housing. 
Price: $34.50 
Electrical Merchandising, August, 1949 
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extrusion 


Carefully controlled compositions extruded 
through precision made dies...a fast, 
economical production method for many 


shapes in Custom Made Technical Ceramics 


Basic shapes which have been 
extruded can be cut, machined, 
4 threaded, drilled in the un- 

fired state. This combination of 
processes . . . all available 
under one roof ... can produce 


seemingly complex parts at 


° 


| prices favorable to your pro- 
duction budget. Send us your 


| blueprint for recommendations. 





4 

‘ One of several batteries of modern extrusion presses which give AlSiMag excep- 
tional quality, favorable cost . . . and facilities unmatched in the industry. 

A 
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ALSIMAG. 


AMERICAN LAVA’ CORP 
ess ee CHATTANOOGA 5, TENNESSEE 


OFFICES: METROPOLITAN AREA: 671 Broad St., Newark, N. J., Mitchell 2-8159 * CHICAGO, 9 South Clinton St., Central 6-1721 
} PHILADELPHIA, 1649 North Broad St., Stevenson 4-2823 * LOS ANGELES, 232 South Hill St, Mutual 9076 
NEW ENGLAND, 38-B Brattle St., Cambridge, Mass., Kirkland 7-4498 * ST. LOUIS, 1123 Washington Ave., Garfield 4959 
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Ludlow: 


Here’s a Beautiful Opportunity | 
for Summer Profits! | 


HUNTER 








ELECTRICAL APPLIANCE NEWS 











“The most beautiful window fan ever made” 


Designed for Cool Comfort, of home decoration. In addition, 


Long Service . . . and Sales! the louvers provide absolute pri- 


A woman sees the Hunt , \ indow vacy and positive protection. 


Fan as a beautiful addition to her Woman-wise dealers will set sales 


home. The smooth finish of light records this summer because they 


ivory enamel and the smart lines of know that beauty sells—and the 


the horizontal louvers of the Hunter Window Fan is the most 


Hunter Window Fan fit every style beautiful window fan ever made. 


The Hunter Window Fan has “buy” appecl, too 


a - ~~~. Efficient Cooling—Cools 500 square feet 
; 1 of floor space. Two-speed, direct drive. 


Certified Air Delivery — 4250 C.F.M. 
high speed—3600 C.F.M. low speed. 


Quiet Operation — Rubber mounted, 
sound insulated against vibration and mo- 
tor hum. Large blades turn at slow speeds. 


Easy Installation—Fits almost any win- 
dow. Adjustable mounting brackets for 
simple installation. 








Long Life—Heavy-gauge steel with baked 
enamel finish. Sealed lubrication. Backed 


Outside View by Hunter, fan makers for 63 years. 


your share of summer sales 
rILATING Co., INC. 

Memphis, Tenn. 
sales story 
1 on new 


Mail coupon to get 
>AN & VEN 
UNTER FAN & 

* ront Street, 

complete 

informatio! 


on your Hunter 


98 South I 
1949 sales helps. 


Send me the 
Window Fan, with 


Name 
Company 


Street 
State 











MASTERCRAFTERS Clock 


Mastercrafters Clock and Radio Co., 
216 N. Clinton St., Chicago, 6, Ill. 


Model: “Swingtime” mantel or wall 


clock No. 119. 

Selling Features: Swinging Girl is in 
continuous motion against a pictur- 
esque country garden scene; indirect 
lighting also serves as a night light; 
tenite plastic case in walnut or onyx 
finish; self-starting electric movement; 
103 in. high, 72 in. wide, 3 in. deep; 
weighs 4 lbs. 

Price: $15.95. 
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VENTROLA Fan 


National Appliance Co., 4814-18 W. 
Vernor, Detroit, 9, Mich. 


Device: Ventrola 30-C ceiling fan. 
Selling Features: Ceiling fan for resi- 
dences where wall type installation is 
impractical; moves 500 cfm; 2 self- 
acting shutters open and close auto- 
matically; induction type motor; 110- 
120 volts, 60 cycles a.c. fan with a 
10 in. blade; simple installation; re- 
juires only 112 in. ceiling opening, con- 
necting air duct not furnished but 
sleeves are constructed so standard 
34x 12 in. furnace duct can be used; 
white enameled steel grille has wide 
flange to cover opening in plaster— 
fits snug against ceiling. 
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F & W Pump 


Flint & Walling Mtg. Co., Inc., 
Kendallville, Ind. 
Device: Varijet bullet shallow well 
centrifugal ejector pump. 
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Selling Features: New principle in- 
creases capacity of shallow well jet 
pumps; gives great reserve for peak 
loads and emergencies; diaphragm 
operated needle valve automatically 
sets nozzle to most efficient opening 
for every pressure through range of 
pump; needle valve opens nozzle to 
just right point as pressure increases; 
no waste recirculation of water; de- 
livers 40 to 70% more water with 
less load on motor, the manufacturer 
claims; available in 4%, 4%, “% and 
% h.p. sizes. 
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CORDLEY HAYES Water Cooler 


Cordley & Hayes, 443 Fourth Ave., 
New York, 16, N. Y. 


Device: Stainless steel water coolers 
No. M-10, M-10-W and OM-10. 
Selling Features: Complete exterio: 
stainless steel with electrolytic polished 
panels ; cold water storage tank is also 
constructed of stainless steel; remov- 
able panels for easy access to parts; 
recessed toe base; 4 drinki:.g outlets— 
bubbler, glass filler; remote fountain 
and low height to accommodate chil- 
dren. 
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AUTO PILOT Extractor 


General Appliance Corp., Springfield, 
Mass,. Exclusive Distributor, Telecoin 
Corp., 12 E. 44th St., New York City 


Device: Gyroscopic, floating action 
water extractor for commercial and 
home laundering. 

Selling Features: Readies damp 
clothes for the iron in 5 min.; damp- 
dries heavy bedding, scatter rugs, 
draperies; handles 1-full washer load 
—about 9 Ibs.; self-contained moving 
parts, connected with shell by 3 cush- 
ioning rubber mounts; floating action 
of cylinder, shaft and motor eliminates 
noise and vibration; multi-perforated 
stainless steel basket permits greater 
circulation of air, speeding drying; 
top door locks before whirling begins; 
self-energizing brake stops machine 
at conclusion of cycle; 35 in. high, 26 
in. wide, 29 in. deep. 

Electrical Merchandising, Aug. 1949. 
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ELECTRICAL 


the new Toastmaster Hospitality Set 
Makes a Hit! 


EVERY WOMAN...A HOSTESS! 
EVERY HOSTESS... A PROSPECT! 


Complete ensemble for informal home entertaining. Four party plates, three 
appetizer dishes, of sparkling Viking crystal glassware, and the famous 
“Toastmaster” Toaster. All neatly arranged on a spacious tray of handsome, 
hand-rubbed walnut veneer, inlaid with rich, gold-embossed, simulated leather. 


The gift for good living... all year round! 


Yes, it’s by popular demand that “Toastmaster” 
presents America’s favorite home-entertainment 
appliance ... the new “Hospitality” Set. Here's 
a quality product, promoted to the hilt, and priced 
to sell. 


The new “Hospitality” Set is bigger . . . more 
beautiful . . . a better value than ever before. It’s 
completely different—modernly styled—definite- 
ly smart. A real sales-builder that’s keyed to to- 
day’s market. 


Retailers are quick to see the tremendous gift 
appeal of this “Hospitality” Set. Excellent for 
bridge parties—a favorite for luncheons and teas 
—handy for snacks—smart for cocktails. ideal 
for all informal entertaining, it’s the perfect gift 
to give or get. 

Thousands of retailers have found that the new 
“Toastmaster” “Hospitality” Set is truly demand 
merchandise. It provides a higher unit sale with 


little extra sales effort. That means faster turn- 
over—larger volume—more profits ata time when 
retailers are trying to match last year’s sales 
figures. 


The new product is backed up with a typical 
“Toastmaster” 4-color advertising campaign. In 
total there will be 45 ads in 13 national maga- 
zines. The “Hospitality” Set will be featured in 
16 advertisements, the ‘““Toastmaster’’* Toaster 
in 29. 

Place your order now for the new ‘“‘Hospital- 
ity’* Set. Put the free merchandising kit that 
comes with it to work in your store—and watch 
your sales increase. 


The list prices and dealer prices of "Toastmaster" Products 


are minimum prices established in all states having Fair 


Trade laws, as permitted thereby. 


"Of course...it’s ELECTRIC!”’ 


The New 10 fl S| M fl $] [ R Hospitality Set 


* TOASTMASTER"™ and ‘“‘HOSPITALITY” are regi sterec d trademarks of McGraw Electric Company, makers of astmaster 


Toasters, ‘’ Toastmaster 


Electric Water Heaters, and other ‘Toastmaster’ Products. Copyright 1949, TOASTMASTER PRODUCTS ont Ml Mi Graw Electric Company, Elgin, | 
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Everhot Rayvector is America’s Port- 
able Fireplace. Directed or circulated 
warmth at the touch of a foot-oper- 
ated switch. Beautiful, glowing a nol 
tors (150 planes) combine heat from 
2 elements. 


Everhot Fan & Heater 
gives a flood of glow- 
ing rosy warmth or be- 
comes a highly efh- 
cient, electric fan at 
the flick of a switch. 
ual performance 
year ‘round utility. 


Everhot Air-Flo Elec- 
tric fan heater circu- 
lates 80.7 cubic feet of 
warmed air per min 
ute Quick, quiet, light, 
smart--sells on sight. 


Get all the facts about 
the new Everhot Auto- 
matic Electric Blanket 
and the valuable extra 
features at no extra cost 
that appeal to thrift, 
provide a greater meas- 
ure of convenience and 
close sales quickly. 


Convenient 


Comfort 
You Can Sell! 











Ask your Everhot distributor now about 
our Fall dating plan which helps you 
fi an adequate stock for early Fall 
sales to those who will be shopping for 
Everhot Blankets and Heaters long before 
cold weather arrives. 














The weather will send shoppers 
into appliance stores when chilly 
nights and wet days of Fall make 
emergency heat so necessary in 
bath rooms, bed rooms and living 
rooms. 

Everhot gives you convenient 
comfort in forms that powerfully 
appeal to both the thrifty and the 
discriminating shopper. In a small 
number of units Everhot provides 
a diversity that meets every indi- 
vidual preference. 

Be ready, when nature creates 
the market, with the line that 
eliminates any need to “look 
around a little more”. Write for 
specification data on Everhot 
blankets and heaters. 


immediate Delivery. Phone—Wire—Write 


THE SWARTZBAUGH MFG. COMPANY 


TOLEDO 6, OHIO « ESTABLISHED IN 1884 


€VERHOT 
PRODUCTS 








ROASTERS...HEATERS... APPLIANCES 
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DAVIS Electro-Sweep 

Davis Mfg. Co., Plano, Ill. 
Device: Electro-Sweep sweeper type 
cleaner. 
Selling Features: “Floating” action 
in every direction made possible by 
wheel-less gliding motion with sweeper 
riding on brush; fingertip switch on 
handle for on-and-off control is sup- 
plemented by adjustable brush control 
on back of sweeper for toe-tip opera- 
tion; lightweight plastic housing ; life- 
time bristles on brush; 110-volt a.c. 
Price: $19.95. 
Electrical Merchandising, August, 1949 





ACADEMY Plug 
Academy Electric Products Co., N. Y. C. 
Device: Academy “Lifetime” plugs. 
Selling Features: Designed so user 
only needs to push cord through a hole 
in housing, open prongs in core sec- 
tion, place cord in securely, clamp 
prongs together and snap core section 
back into Beetle plastic housing. 
Price: 15¢. 
Electrical Merchandising, August, 1949 





LAU Fan 
The Lau Blower Co., Dayton, 7, Ohio 

Device: Lau “Rancher” fan. 

Selling Features: Designed for homes 
with low pitched roof construction; 
quickly installed horizontally in any 
ceiling; draws hot air out, supplies 
fresh cool air; 4 quiet whirling blades 
create vertical airflow to expel stale 
air upward and— outward automatic 
ceiling shutter with aluminum mold- 
ing; air tight canvas seal; sealed bear- 
ings; rubber cushion mounted ; auto- 
matic time switch available; available 
in 30 and 36 in. sizes with 6409 and 
8780 cfm air delivery. 

Electrical Merchandising, August, 1949 
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ILG Farm Fan 


Ilg Electric Ventilating Co., 2850 N. 
Crawford Ave., Chicago 41, Ill. 


Device: Ulgfarmaire farm fan for dry- 
ing and curing. 

Selling Features: New 42-in. direct- 
connected fan equipped with self-cooled 
motor, propeller fans for exhaust duty 
in poultry houses, dairy barns; cast- 
aluminum fan wheel; 5-h.p. 1140 rpm.. 
220 volt, 1 phase 60 cycle Ilg ball- 
bearing capacitor motor; delivers 25,- 
000 cfm at 4 in. static pressure, and 
20,000 cfm at 2? in. static pressure. 
Electrical Merchandising, August, 1949 





B & L Paint Remover 


B & L Tool & Machine Co., Plainville, 
Conn. 

Device: Electric paint remover. 
Selling Features: For use indoors or 
out; removes paint from flat surfaces 
as well as curved or irregular surfaces ; 
weighs slightly over 1 lb.; used like 
flat iron causes paint to blister and 
soften for easy removal with metal 
scraper or wire brush; metal case con- 
tains 60 in. Nichrome wire which heats 
up to maximum temperature in 2 min. ; 
reinforcing shield of steel on top pre- 
vents buckling; 600 watts. 

Electrical Merchandising, August, 1949 





DURST Electra-Liter 


Durst Mfg. Co., 11110 Cumpston St., 
No. Hollywood, Calif. 

Device: Cigar, cigarette or pipe 
lighter. 
Selling Features: Requires no fluid, 
flint or mechanism; employs low volt- 
age infra-red principles as source of 
heat similar to lighters in autos; plugs 
into any standard outlet ; chrome, cop- 
per, bronze, silver or gold finishes. 
Electrical Merchandising, August, 1949 
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Sessions “‘Pussy-Footer” Alarm $ * 
No. 486A Retail . . .. . 
» e 
With Luminous Hands and Dial (No. 486AL), $4.95*. Pussy-Footer 
“Switchclox”, with appliance time switch (No. 486S), $4.95*. 





a *Subject to Federal Excise Tax. Protected under Fair Trade Act. 


HERE’S A NEW handsome, high grade electric 
“switcher” that sets a new record low in retail price! With an 
option of either of two models, you can offer customers first, an 
Appliance Time Switch clock at a phenomenally modest price; 
or second, if they prefer the more conventional type, the same 
clock with a Melody Alarm (not a buzzer!) instead. 

Between these two models of the new Sessions “Pussy-Footer” 
you can cover the complete electric alarm clock field, at attrac. 
tive price advantages! 

The new Sessions “Pussy-Footer” is nationally advertised in 
generous space in LIFE, SATURDAY EVENING POST and many other 
leading magazines. It has all the reliable sales points of the 
finest Sessions clocks—quiet sleeping— pleasant waking— 
absolute dependability, night and day. Better see your jobber 
and stock up while it’s hot! 


(Sessions Clocks 


SELF-STARTING © ELECTRIC 


The Sessions Clock Company, Forestville, Con- 
necticut * In Chicago: The Merchandise Mart 
Plaza; In San Francisco: Western Merchandise 
Mart; in Canada: Northern Electric Company, 
Ltd., Montreal, P. Q, 
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JUICE-KING Juicer 
National Die Casting Co., Chicago, 45, Ill. 


Device: Juice King “Junior” mode! 
JK-15. 

Selling Features: Single-stroke opera- 
tion; stain resisting aluminum strain 
er; rubber encased steel handle; 
chrome tip: 7% in. high; chrome and 
enamel finsh. 

Price: $4.95 

Electrical Merchandising, August, 1949 
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SHIRLEY Cabinets 
Shirley Corp.. Indianapolis, Ind. 


Device: 2 new cabinets—linen and 
broom—have been added to Shirley 
all-steel kitchen line. 

Selling Features: Both models have 
double doors, divided sectionally for 
convenience ; linen cabinet L-1321 has 
shelves in both sections, upper and 
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. if you make it easy for people to do ALL their Christmas shopping pon ah smal os ‘seri 
right in your own store . . . by offering them this handsomely illustrated 16-page a a ee ee ae 
gift booklet — plus THE LINES DISTRIBUTED BY GraybaR. | Electrical Merchandising, August, 1949 


\L¢. ... if you prepare now to take advantage of 
this and other Christmas sales helps available from your 
LOCAL GraybaR APPLIANCE SPECIALIST. Order 
your supply of gift booklets today and be sure that each of 
your customers gets a copy—there’s a host of wonderful 


electrical gift suggestions for everyone in the family. 


¢ APPLIAN ues 

















ATUR ee eae ene an an BALL Refrigerator Jar 
WHEN é Aggltenss Gepertment Ball Bros. Co., Muncie, Ind. 
es GRAYBAR ELECTRIC COMPANY, Inc. Device: Air-tight leakproof glass jars 
420 Lexington Ave., New York 17, New York for refrigerator or freezer. 
Selling Features: 16 oz. capacity: 
Yes, I'd like more details on Graybar’s Christmas Gift Booklet. sturdy glass that will withstand ex- 
Please have your local Graybar Representative drop in and see me. treme cold ; Straight sides tapering 
slightly inward toward base; wide 
a ; mouth; vapor-proof, moisture-prooi 
~ = seal provded by screw-on cap with 
fice Nene. flowed-in red rubber compound around 
| —— inside edge; metal cap coated with 
| po ee plastic surface. 
sac IN OVER | Price: Set of 3, 59 cents. 
RINCIPAL CITIES | City_ ee Electrical Merchandising, August, 1949 
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You'll sacrifice a lot of potential profit if 

you don’t make a strong play for the 
time-payment business that becomes increasingly important 
with each passing month. 


But don’t go after it haphazardly. Inexperience or inefficiency 
in granting credits can work damage two ways. Too tight a 
policy results in turning down some good risks. Too easy a 
policy leads to collection problems and possible losses. 


ey 


Your Commercial Credit representative can help you with 
financing plans and services that avoid the pitfalls, promote 
sales and protect the profits. Make a date with him. Find out 
what he has to offer you. 


COMMERCIAL CREDIT CORPORATION 


A Subsidiary of 
Commercial Credit Company, Baltimore «= Capital and Surplus $100,000,000 


MORE THAN 300 OFFICES IN PRINCIPAL CITIES OF THE UNITED STATES AND CANADA 
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FREED-EISEMANN Tele-Radio- 
Phono 


Freed Radio Corp., 200 Hudson St., 
New York, 13, N. Y. 


Model: No. 75 Chippendale combina- 
1 tele-radio-phono console. 

Selling Features Has 16 in. direct 

view metal picture tube, 126 sq. in. 

picture; has separate high-fidelity am- 


plifier with a tonal range of 30-15,000 
cycles and an undistorted output of 
20-watts; dual spe akers for high and 
yw tones; 2 record changers—a dual- 
speed changer for 78 and 334 rpm rec 
ords and a separate 45 rpm changer for 
vide-spindle records; 3 separate nee- 
dies, 3 pickup weights ; Armstrong FM 
circuit; mahogany cabinet. 
Price: $995. 


Electrical Merchandising, August, 1949 





GE Table Teleset 
General Electric Co., Electronics Park, 
Syracuse, N. Y. 

Model: No. 821 table teleset. 

Selling Features: Features 12) in 
daylight” tube, 17 tubes, one tube 
e rectifier and 2 selenium rectifier ; 

4-in. dynapower speaker; mahogany 


Price: $329.95. 


| Merchandising, August, 1949 





GE Television Consoles 


General Electric Co., Electronics Park, 
Syracuse, N. Y. 


Models: No. 818 television FM-AM 
radio and automatic phonograph com- 
bination and No. 817 tele-console. 

Selling Features: No. 818 features a 
124 in. “Daylight” picture tube which 
produces pictures 80 percent brighter; 
Armstrong FM; 2-speed turntable, 
single tone arm and two interchange- 
able GE Electronic reproducers which 
allow automatic playing of standard 
and LP records; 12 in. dynapower 
speaker for FM, AM and TV sound; 
full-length doors of crotch mahogany 
veneers; album storage compartment 
hold over 100 records; off-on push 
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TELEVISION 





button control for TV pilot lamp on 
base automatically lights when radio or 
phono is turned on—goes out when TV 
is on; 25 tubes plus picture tube, 2 
tube-type and 2 selenium rectifiers. 
No. 817 has new 123 in. “Daylight” 
picture tube; 17 tubes 1 tube type rec- 
tifier and 2 selenium rectifiers; 12- 
in. dynapower speaker mahogany cab- 
inet. 
Prices: No. 818 $499.95; No. 817, 
$369.95. 
Electrical Merchandising, August, 1949 





STROMBERG-CARLSON Table 
Teleset 
ee Co., Rochester, 3, N. Y. 
Model: “Manhattan” No. TC 10 H. 
Se ‘ling Features: 10-in. picture tube 
without conventional mask framing 
the image; “opera glass” push button 
on face of cabinet enlarges center in- 
terest of picture to take in the entire 

face of tube. 
Price: $279.50 
Electrical Merchandising, August, 1949 





STROMBERG-CARLSON 
Combinations 
Stromberg-Carlson Co., Rochester, 3, N. Y. 
Models: Chinese Classic No. TS125- 
M5M and Somerset No. TS16PM, 

combination video-F M-AM-phonos. 
Selling Features: Chinese Classic has 
124 in. picture tube 92 sq. in. image; 
automatic frequency lock; 2-drawer 
type changers, one plays automatically 
standard or LP records, the other the 
45 rpm records; AM and FM radio 
built into one compact chassis; 12 in. 
Alnico V speaker suspended in live 
rubber; mahogany cabinet; Oriental 
motif inside as well as outside. 
Somerset has 16 in. picture tube, 139 


sq. in. viewing surface; reception facili- 
ties for standard and FM broadcast 
built into television chassis; standard- 
LP and the new 45 rpm record chang- 
ers; record storage compartment for 
45 rpm albums; 12 in. Alnico V 
speaker suspended in live rubber ; spe- 
cial pumpkin shaped mask increases 
normal viewing surface and enlarges 
size of individuals televised; Regency 
styled mahogany veneer cabinet. 
Prices: Chinese Classic, $795; Somer- 
set, $895 

Electrical Merchandising, August, 1949 





STEWART-WARNER Table Telesets 


Stewart-Warner Corp., 1826 Diversey 
Pkwy,. Chicago, 14, Ill. - 


Models: No. 9100-F and 9100-E. 
Selling Features: No. 9100-F has 12 
in. cathode-ray tube, 85 sq. in. picture 
area; recessed frame provides “stage 
setting” for image; advanced turret 
tuner permits use of indoor antenna; 
special AFC circuit automatically 
stabilizes image by “locking” horizon- 
tal movement; dark Honduras ma- 
hogany cabinet. 

No. 9100-E has same cabinet with 10 
in, tube and 62 sq. in. picture. 


Prices: 9100-F, $325; 9100-E, $259.95. 
Electrical Merchandising, August, 1949 





ADMIRAL TV Consoles 


Admiral Corp., 3800 W. Cortland, 
Chicago, 47, Ill. 

Models: No. 25A16 and 24C15. 
Selling Features: No. 25A16 has 16 in. 
direct view picture screen; vertical 
control panel and screen concealed be- 
hind double doors which open flush 
against cabinet sides; automatic gain 
control; 12 channel coverage; turret- 
type tuner. 

No. 24C15 console has 12% in. 
tube; full vision screen; improved 
chassis with special dual-purpose 
tubes; automatic gain control; picture 
flutter and breathing caused by air- 
planes passing overhead has been 
eliminated; turret-type tuner; “Tele- 
Glo” reminder light; walnut or ma- 
hogany cabinets. 

Price: No. 25A16, $445.; No. 24C15, 
$299.95. 
Electrical Merchandising, August, 1949 





GAROD Table Telesets 


Garod Electronics Corp., 70 Washington 
St., Brooklyn, 1, N. Y 


Models: The Belvedere 12TZ20, The 
Claridge 12TZ21, The’ Newport 1546, 
The Havana 1547. 

Selling Features: The Belvedere and 
Claridge 12 in. “Tele-Zoom” with AM- 
FM and phono connection; equipped 
with continuous tuner; slide-rule dial 
remote control button permits circular 
enlargement and closeup of regular 
rectangular image; slide-rule dial di- 
vided into two channels. 

Newport and Havana models have a 
16 in. direct view tube with 140 sq. in. 
screen; continuous tuner; slide-rule 
dial divided into two channels; indi- 
vidual pointers for each band; con- 
trols furnished for contrast and bright- 
ness. 


Prices: Belvedere, dark mahogany, 
$329.95; Claridge, blonde, $345; New- 
port, dark mahogany, $349.95 ; Havana, 
blonde, $369.95. 
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HALLICRAFTERS Tele-Consolette 
The Hallicrafters Co., 4401 W. 5th Ave., 
Chicago, 24, lil. 

Model: No 512 consolette. 

Selling Features: Uses a 124 in. direct 
view tube; a 92 sq. in. picture; 19 
tubes, 3 rectifiers; striped-grain ma- 
hogany veneer cabinet. 

Price: $299.50. 

Electrical Merchandising, August, 1949 





ITI Teleceiver 


Industrial Television Inc., 359 Lexington 
Ave., Clifton, N. J. 


Model: Century 326 remote control 
Teleceiver for homes. 


Selling Features: Incorporates all fea- 
tures of commercial models including 
simplified tuning, multiple unit in- 
stallation, no distance limitation be- 
tween control and picture unit; direct- 
view picture 130 sq. in. of cathode-ray 
tube; walnut or mahogany cabinet. 
Price: $745 


Electrical Merchandising, August, 1949 
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Why hardlines move faster in Chicago 
when you build Your Promotion 
around the Chicago Tribune . . . 


Does your promotion exert the same drive you demand of your sales force 
under today’s changed conditions? It does in Chicago when you build 
your program around the medium known to manufacturers, distributors 
and retailers as the big producer on hardlines merchandise. 


As proof of their conviction that Chicago Tribune readers are their : 
primary market, these hardlines advertisers in 1948 placed in the Tribune %% 


199.6% more of their promotion funds than they placed in any other Chi- “ 


cago newspaper—and 13.3% more than they placed in all other Chicago 7; 
newspapers combined. , 


When you advertise in the Chicago Tribune, you reach the respon- 


sive families who account for the bulk of the sales volume done in the ? 
Chicago and suburban market—hundreds of thousands more families in es 


the 40-mile Chicagoland area than other Chicago newspapers reach. a 


In addition, your promotion has regional effectiveness which builds 


consumer favor and dealer support thruout the 242-county greater Chi- ae 


cago territory. In this market, there are 756 cities and towns of 1,000 or 
more population. On week-days, the Tribune is read by better than one 












out of every three families in these 756 communities. On Sundays, close Pee 
e 4 
to three out of every five read the Tribune. AY 
° . . . . *. . . he 7 
Your promotion is effective in proportion as it finds responsive readers. i 54 
The Chicago Tribune is first with sales managers, salesmen and retailers ee 
because it is first with readers. Rates per line per 100,000 circulation are he 
among America’s lowest. ew os 
Yr sr 
AS 
iO 
, 
’ 3 
x * Bs 
World's a. > 
Greatest . 
Newspaper . 
sa 
{ 


May average net paid total circulation: Daily, Over 945,000 
Sunday, Over 1,550,000 
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Chicago Paper Paper Paper Paper 
Tribune B Cc D E 
$5,321,567 $1,775,944 $1,631,478 $1,275,202 $12.943 


a lead of more than 
$3.545.000.00! 


Here is how the Chicago Tribune is rated by 
retail and general advertisers of electrical 
appliances, radio and television sets, home 
furnishings, housing equipment, building 
materials and musical instruments. They placed 
in the Tribune nearly three times as much of 
their 1948 promotion funds as they 

placed in any other Chicago newspaper 

—and 13.3% more than in all other 


Chicago newspapers combined. 





To make your promotion funds work hardest 
for your sales organization under today’s 
conditions, build your Chicago program around 
the Chicago newspaper which leads all others 
as a sales producer. Consult your advertising 


counsel—or a Tribune representative. 


A. W. DREIER, 810 Tribune Tower, Chicago 11. 

E. P. STRUHSACKER, 220 E. 42nd St., New York City 17. 
W. E. BATES, Penobscot Bidg., Detroit 26. 

FITZPATRICK & CHAMBERLIN, 155 Montgomery St. 
San Francisco 4; also 448 S."Hill St., Los Angeles 13. 
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Now, look for this new, braidless heater 
cord on the heating appliances you buy 
and sell. 

Make it a point to show appliances 
equipped with the new heater cord set 
incorporating Preen-X. It’s a real sell- 
ing point with housewives who, for 
years, have put up with heater cords 
that kink and fray. It will make a hit 
with men who know how difficult it is 
to repair old-type heater cords. 

Smooth-jacketed Preen-X resists 
fraying—can take up to ten times the 
abrasion of ordinary heater cords. It is 
easily cleaned—resists water and oil. 

Let Preen-X heater cords help you 
sell heating appliances. Use Preen-X 
and the Preen-X tag as a new sales aid. 
For more information, write to Section 
Q60-823, Construction Materials 
Department, General Electric 
Company, Bridgeport 2, Conn. 


PREEN-X 


HEATER CORD 
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TELE-TONE Telesets 


Teletone Radio Corp., 
540 W. 58th St.., New York City 


Models: TV-250 and TV-283 table 
telesets. ’ 

Selling Features: TV-250 has 10 in. 
tube, 62 sq. in. picture, lightweight 
plastic cabinet. No. TV-283 has 123 
in. tube, 90 sq. in. picture; mahogany 
veneer cabinet. Both models have all 
channel tuning; and picture lock. 
Prices: TV-250, $179.95; TV-283. 
$269.95. 
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G E Table FM Radio 


General Electric Co., Electronics Park, 
Syracuse, N. Y. 


Model: No, 218 FM-AM table radio. 


Selling Features: Armstrong FM in 
addition to standard AM band; simu- 
lated mahogany plastic cabinet; ivory 
plastic dials; pilot lamp illuminates 
entire dial when set is on; 2 built-in 
antennas one for each band; 6 tubes, 
1 selenium rectifier; 53 in. GE dyna- 
power speaker; consumes about 40) 
watts. 

Price: $49.95. 
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MICRO Pocket Radio 


Micro-Electronic Products, Inc., 
W. Fifth St., Peru, Ind. 


Device: Micro Pocket radio. 

Selling Features: 3-tube instrument, 
scarcely larger than a pack of cig- 
arettes; weighs only 5} oz. including 
self-contained batteries; standard 
broadcast band from 550 to 1500 kc; 
Micrometer tuning arrangement with 
a ratio of 45 to 1 enables novice to 
easily tune in various stations; stand- 
ard penlite cell used for A battery with 
life of about 10 hrs. use; 224 volt 
miniature battery is used for B supply; 
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available in standard model with ear- 
phone; and Deluxe model using hear 
ing aid type receiver with detachable 
cords and choke (transformer) added 
to increase power; and a Special model, 
same as Standard except it uses a con 
ventional radio single headphone whic! 
is held over ear by headband; plastic 
case; easily carried in pocket or purse 
Prices: Standard, $19.95; Deluxe 
$29.50; Special, $19.95. 
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GE Portable Radios 


General Electric Co., Electronics Park, 
Syracuse, N. Y. 


Models: Nos. 141 and 143 lightweight 
portables. 

Selling Features: Maroon plastic cab- 
inets; weigh less than 9 Ibs. each in- 
cluding batteries which have 100 hrs 
playing life; No. 141 operates on AB 
pack. No. 143 operates on a.c. or d.c. 
or an AB pack; built-in beam-a-scope 
antennas; 4-in. dynapower speakers. 
Prices: No. 141, $19.95. No. 143, 
$29.95. 
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AIR KING Table Radio Phono 


Air King Products Co., Inc., 
170 53rd St., Brooklyn, 32, N. Y. 


Device: No. 520 3-way portable radio. 
Selling Features: Operates on a.c.-d.c. 
and on batteries; 34 in. speaker; self- 
contained loop antenna; Polystyrene 
cabinet in maroon or ivory with con- 
trasting grill; Vinylite handle; 4-tube 
Superhet plus selenium _rectivies; 
weighs 44 lbs. with batteries; uses 3 
flashlight type “A” batteries and a 
673-volt “B” battery. 

Price: $28.95 less batteries. 
Electrical Merchandising, August, 1949 


AIR KING Portable 


Air King Products Co., Inc., 170 53rd St., 
Brooklyn 32, N. Y. 

Device: “Pockette” personal portable 
Selling Features: Tiny portable weighs 
1 lb. 11 oz.; new design; ebony poly- 
styrene cabinet; 53 in. high, 3% in. 
wide, 3 in. deep. 

List Price: $19.95. 

Electrical Merchandising, August, 1949 





ee ee 











— 


——— 





Use the Best for Best Results! 


Honeywell Intermediate Relays, 


Contactors and Motor Starters 











Honeywell Intermediate Relay Honeywell Motor Starte 






CONTROLLER 























THE (Comefolete HONEYWELL LINE 


Intermediate Switching Relays 
S.P.S.T. (Single pole single throw ) 
S.P.D.T. (Single pole double throw ) 
D.P.D.T. (Double pole double throw ) 
Ratings up to 10 amps. 


Honeywell Contactors 
Heavy Duty Switching Actions avail- 
able in 2, 3 and 4 pole models. 
Ratings up to 334 amps. 
Honeywell Motor Starters 
For ratings from 1 to 74 HP. 
For either singlephase or polyphase 
motors. 
All Relays, Contactors or Motor Starters 


are available for either 24 volt, 115 volt 
or 230 volt control circuits. 








73 BRANCHES FROM COAST TO COAST WITH SUBSIDIARY COMPANIE 
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RECOMMEND and sell the complete Honeywell line of 
Intermediate Relays, Contactors and Motor Starters. 


Honeywell Intermediate Relays and Contactors are designed 
simply and compactly to meet the requirements of various 
applications involving the control of line voltage loads from 
sensitive low-voltage thermostats or from line voltage controls 
of limited capacity. Complete, self-contained units including 
built-in transformers are available on some Relay models. 


Honeywell Motor Starters are designed and built to give long 
life, maintenance-free operation. They are rugged, compact, 
convenient to install, provide fast opening and closing of contacts, 
and are readily adaptable to control panels. Minneapolis-Honeywell, 
Minneapolis 8, Minn. In Canada: Leaside, Toronto 17, Ontario. 


— Honeywell 
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WEST BEND 
lectric 


CORN POPPER 






Here's a preview of the newest addi- 
West 
Bend's clear-view Corn Popper. is an 
ideal companion to television enjoy- 
ment. Popping corn is visible right 


tion to home entertainment. 


through the heat-resistant glass cov- 
er. Corn pops in a jiffy without stir- 
ring. Special deep well gives extra- 
quick action by concentrating full 
heat on the corn. Made of polished 
aluminum. 


— many other uses 


Complete unit can be used for 
heating or preparing foods such 
as stew, chili, small casseroles, 
sauces or Welsh rabbit. Ideal for 
serving right at the table. Holds 
2 quarts. 


RETAIL $6.95 
INCLUDING CORD 


AND EXCISE TAX 














450 watt heating unit makes a 
separate hot plate for percolat- 
ing coffee or heating foods in 
other utensil. Can be used for 
warming baby bottle. Ceramic- 
type unit, set in stainless steel 
support. For use on AC or DC. 





Ask your distributor 
for a trial quantity 


of this new popper. 











WEST BEN DMiumenum (% 
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RCA VICTOR Portable Radios 


RCA Victor Div., Radio Corp. of America, 
Camden, N. J. 

Model: No. 9-BX-5 three-way port- 
able radio and 9-BX-56 portable and 
table radio. ; 

Selling Features: No. 9-BX-5 operates 
on a.c., d.c., or battery; 4 tubes plus 
rectifier; battery replacement requires 
removal of one plug; maroon plastic 
case, gold-colored speaker, simulated 
antique leather saddle; 94x11x5 in. 





No. 9-BX-56 combination portable 
and table model for entertainment any- 
where in or around home; a.c.-d.c. or 
battery operated; lowered handle fits 
into top of case blending with metal 
trim; touch of button opens upper half 
simulated alligator panel to reveal air- 
plane-type tuning dial; plastic receiver 
has 4-tubes, 1 rectifier; 84 in. high. 
10% in. wide, 5 in. deep; self contained 
battery pack. 

Prices: 9-BX-5 $34.95 less batteries ; 
No. 9-BX-56, $49.95 with batteries. 
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Tape-Disec RECORDIO 
Wilcox-Gay Corp., Charlotte, Mich. 
Device: No. 9C10 combination port- 

able tape-disc Recordio. 

Selling Features: Records from disc 
to tape or tape to disc or from micro- 
phone, its own turntable, or any con- 
necting radio; 1-hr. recording -time 
per reel—weighs 27 lbs.; high speed 
wind, forward and reverse; auto- 
matic stop at end of reel; recording 
volume indicator ; 2-tone brown leath- 
erette carrying case. 
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TELEX EARSET 


Telex Inc., Telex Park, Minneapolis, 1, 
Minn. 


Device: Single-phone heatset that slips 
onto ear. 

Selling Features: Weighs 4 oz; flat 
plastic frame slips onto either ear; 
simple single-cord connection keeps 
out of way, eliminating headband; .3 
milliwatt input; available in high or 
low impedances; sealed rust-proof re- 
ceiver easily attached to a reversible 
clear plastic ear frame; flexible re- 
movable 5-ft. cord with standard phone 
plug connection; volume control op- 
tional. 
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MECK Record Players 
John Meck Industries Inc., Plymouth, Ind. 


Device: Meck “Saratoga” 3-speed 
record players. 


Selling Features: Plays all 78, 45 and 
334 rpm records; permanent needle 
and pick-up arm allowing operation 
*in “micro-groove” records in addition 
to standard variety; complete with 
molded plastic case available in 3 
versions: a complete amplified set 
with built-in loud speaker, a wireless 
type record player for use with any 
radio set; and a plug-in type for sets 
having a phono input connection. 
Prices: Start at $19.95. 
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KNIGHT 45-RPM Player 


Allied Radio Corp., 
833 W. Jackson Blvd., Chicago, Ill. 


Device: Knight 45 rpm portable auto- 
matic phono. 

Selling Features: RCA developed au- 
tomatic changer for the new 7 in. 45 
rpm records housed in compact port- 
able case; 14 in. diam. spindle elimi- 
nates outside record posts and “fing- 
ers”; only controls are combination 
on-off switch and volume control, tone 
control and __ start-reject button; 
built-in amplifier and 53 in. dynamic 
speaker; brown rawhide fabric case 
cover; weighs 123 lbs; complete with 
tubes, crystal cartridge and osmium- 
tipped .001 in. needle for 105-125 volts 
60 cycles a.c. 
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| engineering authority 
| when you sell 
Oil Burning Circulators 


literally, the hottest line 
of space heaters on the market 


There’s a big dammed-up demand for space heaters 
that’s going to let go this fall . . . for in ’48 sales were 
stifled by ‘“‘the oil shortage.’’ Things are different now 

. and alert dealers can turn back the clock and ride a 
sales boom again if they sell the right equipment. 


From this approach consider Preway, always a leader 

‘ in the field, with a bigger lead now than ever before... 

‘for these outstanding space heaters give you premium 

performance to sell — performance supported not by 

claims, but by hard-hitting engineering facts that you 
can demonstrate and show. 

And when visual values like these are backed by a 
price tag that stops the eye, you can plainly see why you 
should be promoting Preway this season. Point for this 
red hot line at the July Market — or if you can’t wait, 
write today for the full story. It packs a terrific mer- 
chandising wallop. 


— an 


Incorporating 
many of the 
basic engineer- 
ing advantages 
of the Starline 
for high capaci- 
ty heat, the Pre- 
way Emblem is 
pitched as a sen- 
sational price 
leader. 


——_— ———— 


i 





Loaded with a price punch that has 
merchandising impact, the Preway 
Starline heater is available in 
two sizes. 


PRENTISS WABERS 





— ee 





9849 SECOND STREET, N., WISCONSIN RAPIDS, WIS. ) 9 320) 0 Oey eS Co. 
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WHAT MAKES A WOMAN BUY? 
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SEE HOW GIBSON MEANS 
MORE PROFIT PER SELLING-HOUR! 


Here’s the winning combination: 

1. 3 New Gibson Freezers fitted in capa- 
city, floor space, appearance and price for 
your 3 biggest freezer markets. 

2. New Gibson ranges and refrigerators 
with unbeatable combinations of wanted 
benefits, at unbeatable prices—backed by 
market-wise advertising and years of back- 
log preference created by satisfied Gibson 
owners everywhere. 

3. “Magical” inexpensive store promo- 
tions that seek out able-to-buy prospects 
and get them off dead-center and into the 
will-to-buy! Current Gibson 4-Star Pro- 
motion Hits $10,000 Sales Days Across 
the Nation. Other Dealers Know it Works 
. +. get in touch with your Gibson Dis- 
tributor or wire Gibson now—put it to 
work for you! 


GIBSON 
REFRIGERATOR COMPANY 
GREENVILLE, MICHIGAN 


eT THE GIBSON $10,000 DAY FACTS rrom your cisson pistrisuror NOW! | 
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WITH THIS RESULT: 


P R OV E N FAC T : These New Market-wise 


Models Plus Great New Gibson Ranges and 
Refrigerators PLUS THE POTENT GIBSON 
4-STAR PROMOTION are making $10,000 
Sales Days in Cities and in Villages Across 
America. Man, Don’t Just Stand There—ACT! 


NEW DELUXE 10-plus cubic foot GIBSON 
HOME FREEZER HF-1090— 28" x 5454” floor 


space. 350-400 Ib. capacity. 4 sliding wire ~ 


baskets, bulk storage beneath. Counter- 
balanced lid, automatic interior light. 
2-stage freezing, fast or normal. 4% h.p. 
Freon 22 compressor, self-lubricating. 4 
in. insulation 6 sides, jet-packed to hold 
uniform freezing cold. 5-year Warranty 
on compressor, free 5-year food plan for 
protection against food losses up to $150. 
World-beating value at $349.95 suggested 
retail. 











NEW 7-PLUS cubic foot Upright 


ig "if GIBSON HOME FREEZER HF-719 — 


31” x 27 9/16” floor space—the 
natural for today’s smaller 
kitchens. 4 freezing compart- 
ments. 2-stage freezing, fast or 
normal. Extra rich chrome hard- 
ware. Tilt bin for freezer sup- 
plies. Jet-packed insulation. 
Scotch Yoke mechanism. 5-year 
Warranty. $279.95 suggested 
retail makes prospects of peo- 
ple who never thought of own- 
ing a freezer. 








NEW 15-PLUS cubic foot GIBSON 
HOME FREEZER HF-1590— 307” x 
72” floor space—2 cu. ft. fast 
freeze compartment, 13 plus 
cubic feet regular storage. 4 
wire baskets, bulk storage be- 
neath. Jet-packed insulation — 
no cold change, no outside frost. 
Finger-lift counter-balanced lid. 
', h.p. Freon 22 compressor, 
self lubricated, with 5-year War- 
ranty. 5-year food loss protection 
up to $200. It’s the peak in 
- freezing benefits at the quick- 
closing price of $499.95, 








Copyright 1949, Gibson Refrigerator Co. 
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SOUNDMASTER Tape Recorder 


Pelco Industries, 629 2nd Ave., 
New York, 16, N. Y. 


Device: Soundmaster tape recorder, 
No. 44. 

Selling Features: Continuous play- 
ing time of 1 hr; automatic erasure; 
3 min. rewind speed—complete with 
microphone, tape for 1 hr. recording; 
spare reel. 

Price: $149.50 
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MITCHELL Lamp-Radio 


Mitchell Mfg. Co,. 
2525 Clybourn Ave., Chicago, 14, Ill. 


Device: “Lumitone” table lamp-radio, 
No. 1260. 

Selling Features: Cream color plastic 
base in which radio dial is mounted 
together with an advanced superhet 
circuit using 4 tubes plus rectifier and 
a built-in “Air-Magnet” which elimi- 
nates need for aerial or ground wires; 
permanent type magnet speaker located 
near top of lamp base; a.c. or d.c., com- 
plete with a 50-100-150 watt 3-way 
switch, opal glass reflector bowl and a 
celanese taffeta shade. 

Electrical Merchandising, August, 1949 
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AUTH Communicator 


Auth Electric Co., Inc., 34-20 45th St., 
Long Island City, 1, N. Y. 


Device: Portable microphone-speaker 
No. 222. 

Selling Features: Provides 2-way voice 
communication and serves as “pick-up 
for room noises making it a step saver 
for a nurse; metal with baked white 
enamel or brown or black finish; 5 x 
4} x 44 in.; equipped with 6 ft. wash- 
able cord, portable. 

Electrical Merchandising, August, 1949 
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HURRY, contest ends AUG, 15! 


Win this New Ford or any one of 
101 other wonder prizes in the 


HAMILTON BEACH 
“Get Acquainted” Contest 


Open ONLY to retailers and salespeople! 


NOTHING TO BUY! - - - NO SELLING TO DO! 


FIRST PRIZE... ’49 Ford Tudor Sedan delivered to winner’s door. 


NEXT 5 PRIZES... Choice of complete men’s wardrobe 
or women’s apparel. Suit, overcoat, hat, shoes, shirts, ties, 
hose (all leading brands)—retail value, $275—OR women’s 
apparel of equal retail value. 


NEXT 10 PRIZES... Matching set of famous Wheary Lug- 
gage—‘‘2-suiter” and 20-inch case in smooth two-grain, air- 
line cowhide—retail value, $115—OR 3-piece set of women’s 
airplane luggage. 


HERE’S ALL YOU DO! 





NEXT 15 PRIZES... Hamilton Beach “‘Deep-Clean” Cylin- 
der-type Vacuum Cleaner with eleven cleaning tools—retail 
value, $72.50. 


NEXT 20 PRIZES... Hamilton Beach “Champion” Upright 
Vacuum Cleaner—retail value, $52.50. 


NEXT 51 PRIZES... Hamilton Beach Food Mixer with 
Juice Extractor—retail value, $38.50. 


Simply run through these 
seven features of the Hamil- 
ton Beach Food Mixer in 
your store. They’re the fea- 
tures that make Hamilton 
Beach the food mixer mil- 
lions endorse. 





fLiisiteenadion nel 
MIXGUIDE puts 10 tested speeds under the 


thumb, under the eye, magnified for flash 
reading. 





BOWL CONTROL permits shifting the bow! 


FULL POWER AT ALL SPEEDS, even in 
while beaters are turning. Exclusive! . 


heaviest, most hard-to-mix batters. 





ee 


ONE-HAND PORTABILITY. Mixer slides 
- stand for use anywhere. No triggers, catches, 
jatches. 


bee - — 


EVER-TURNING BOWL revolves on ball- 


bearing turntable. Assures even mixing, always 


ONE-PIECE GUARDED BEATERS ore 


full-depth, all-in-one unit. Easier to clean. 


FREE-FLOWING STRAINER keeps juice 
free of seeds and pulp. Lifts out—rustless. 


RULES: HAMILTON BAC FOOD MIXER 


Then, check one feature against 
the other. DECIDE WHICH 
YOU THINK IS MOST IM- 
PORTANT—to the customer 


“GET ACQUAINTED” CONTEST 


—to you as a salesperson. Tell 
us WHY you think so in 25 
words or less. That’s all! It’s 
simple, it’s easy. No boxtops 
.-- nothing to buy... no selling 
to do! But don’t delay, time is 
short, sendin your entry today. 
No entry blank needed’. . . any 
sheet of paper will do! 


1. This contest is open only to bona fide retailers and 
salespeople who sell Hamilton Beach Food Mixers. 


2. Write: “I have tried all these features of the new 
Hamilton Beach Food Mixer—Mixguide, bowl con- 
trol, one-hand portability, ever-turning bowl, full 
power at all speeds, free-flowing strainer, one-piece 
guarded beaters.” Then, in 25 words or less, complete 
the statement: “I think............ (fill in feature).... 
the most important feature of the new Hamilton Beach 
Food Mixer because 


eee eee ee eee eee eee eee eee eee ee 


3. Sign your name, address, and store name and mail 
to Hamilton Beach Contest Board, Box 5709, Chicago 
77, Illinois. 


ELECTRICAL MERCHANDISING—AUGUST, 1949 


4. All entries must be postmarked nor later than 
August 15, 1949. 


5. Entries will be judged by the Reuben H. Donnelley 
Corporation. Decision of judges will be final. Entries 
will be judged on the basis of originality, sincerity, 
and aptness. In case of ties, duplicate prizes will be 
awarded. All entries, contents, and ideas then become 
the property of Hamilton Beach Company, Division of 
Scovill Manufacturing Company, Racine, Wisconsin. 
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The Completely Nov EU REHM 






= — il / A SUPPLY OF 
“THROW-AWAY”’ 
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with Sensational 


the New 

EUREKA 
*60 

RUG NOZZLE 


positively operates 
easier on all types of 
rugs and carpets than 
any nozzle you have 
ever seen or used. 









Long “‘floating” brush in- 
stantly removes surface litter. 
Can be locked into “up” or 
“down" fixed position. 






New glider “shoes” 
make nozzle oper- 
ate easily—no tire- 
some arm-action. 





Serrations in nozzle aid 
surface cleaning. 










merely throw 
away the paper 
bag. 


PAPER DUST 
BAGS WITH 
EACH CLEANER 


‘“‘Throw-away’’ paper 
dust bag sets inside pro- 
tecting cloth bag. To 
empty, stand cleaner 
upright for convenience 
—detach end cap and 
remove paper bag. 
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“7 P to wee 
\ IT’S ~ * All-Steel Body. <a i 
; me . inished in on or off. , 
| SALES MAGIC IN STORE ; iw , 
= ro Spray gun 
| “AND HOME DEMONSTRATION = “222g to spray paint, 
4 chrome. lacquer and 
: insecticides. 
| Now, you can show and talk about new beauty in light jade green ~ 
| and dazzling chrome. New quiet operation with increased power 
* and deep, thorough cleaning. 
( And, the sensational new Eureka No. 60 Rug Nozzle cleans like ‘‘60.”’ Vinten * 
f With its new glider “shoes’’ it operates, oh! so easily on any kind of handle— 
rug or carpet—eliminates tiresome arm-action and the usual “jumpy” flexible and De-Mother 
y action of sliding nozzles on long napped rugs. —_ and Compound. 
n - 
f And, the new, long “‘Floating’’ Brush is really something! Adjusts mpd 
itself to any rug—does a super job of surface cleaning, and can be very effective 
\ locked into either an “up” or “down” fixed position to suit the in combating 
br cleaning job. . 
And, that’s not all. The new paper dust bag is a whale of a “demo” 





in itself. Fill it up and throw it away. No dust bag to empty—but as 








always, the cloth bag is there in emergencies—can be used at any time. 

With its complete set of beautiful dark green cleaning tools, green 

rubber hose, and the handy attachment caddy kit, the new Eureka Soft, round 

“700” Airomatic is the last word in beauty, performance, and value Pony =p om 
in this type of cleaner and takes its rightful Bristles are 
place alongside the famous Eureka Automatic thick and 


(Upright) Model S-246. 





2 Light-weight 
Aluminum 
Wands with 

beautiful 
satin finish. 


~s eee Oo 





f 
uf 
{ Full 8’ length 
N of flexible 
r dark green 
\ rubber hose. = 
eo Eureka #60 Rug Nozzle. Ben rete 
) and floor 
brush J 
wi 
U, phchtery swivel joint 
oan a for easy use. 
ufpecial Lo all 
ind ng, speci 
4 brush to loosen designed 
' ’ surface lint. crevice tool 
to clean 
radiators, 


crevices, etc. 


The Cleaning Tools are Finished in a 
i Beautiful Jade Green Mau eee é 2 1 
{ 























Eureka Williams Corporation ~* 
Bloomington, Illinois 


l 1 

A New Touch—A New Color—Add New Appeal to the I EUREKA WILLIAMS CORPORATION 1 

Cleaning Tools of the Exquisite New Model “‘700” 1 Bloomington, Illinois " 

’ 

$ I 1 

i We are interested in your beautiful New Eureka Model “700” i 

Lf , AIROMATIC. Please have representative call on us at once. ' 
( 

{ Your Eureka Distributor or I DEALER i 

Branch Office. Request Sample I | 

| or Demonstration At Once. [| ADDRESS , 

i 

| EUREKA DIVISION ay stare ‘ 

I i 


r 
I 
| 
| 
I 
I 
' 
: 
i 
I 
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TELEVISION ANTENNAS 
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ANY i ol ae ri , ‘ 
WON y \ — "“Ginen, 8 Til. stern Ave., 
eS rie Bide intar | 





Selling Features: Follows same prin 


\ 


ciple of outside dipole TV antennas; 


AD e® a spring steel electro galvanized ¢ 
straightens out easily and hugs floor; 
RE easy to install, gives improved picture; 

2 types, No. A72 with 15 ft. of 72 ohm 
lead-in and No. A300 with 15 ft. oi 
300 ohm lead-in; 2 arms accurately 
calibrated to receive all channels— 
high or low band; also recommended 


for FM radio. 
Price: $4.95. 
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RADIART Antennas 


Make buying as easy as this for your customers —trereiiecon, cision. 









Models: No. 85X and T85X, all chan- ‘ 
nel antenna; 84HTV and T84H1\ 
_ - . stacked directional high band models 
You can call attention to the products and services Selling Features: Designed for in 
ie - . " stallations using an antenna rotator or 
America's You sell by advertising in the ‘yellow pages’ of the in locations where all signals are r 
. : - | ceived from one general direction: 
BUYING telephone directory. In this way you'll say “TI have high and low band antennas perma- i 
. . ‘ nently mounted on common “boom.” 
GUIDE FOR it” to shoppers in your community—folks who have 84HTV and T84HTV available ior re- 
60 YEARS. s - ception weak signals on channels / 
never been in your store as well as strangers in town. through 12. d 
Electrical Meri handisin j \ugust, 1949 | 
Surveys show that 9 out of 10 shoppers use the 
‘yellow pages.’ Let them help direct these poten- WINCHARGER Antenna | 
tial customers to your store. Call your local Tele- Wenemanger Conp., Shae Sep, Howe 
_s sa 7 . : Device: TV and FM Antenna. i 
phone Business Office for more information today. Silling Peaturcs: Soh anearing to 
ers for roof mounting ; eliminates need ; 
for guy wires and attachments; built to | 
accommodate pipe extension which can 
be raised and lowered for ease of in- 
stallation and service, including pipe | 
extensions, towers will support anten 
nas 10 ft. or 20 ft. above roof; all 
standard types of antennas may be at- 
tached; good on either flat or sloping 
roof. 
Electrical Merchandising, August, 1949 
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FOR EARLY FALL BUYING 






@ LYNTON ...a graceful, well-proportioned, self-starting electric striking clock designed 
for narrow mantels, bookcases, cabinets. Rich brown mahogany case with lighter 
band of mahogany along base. Smartly patterned dial with decorative motif. Hands 
and numerals are brown. Strikes hours and half-hours. Height, 8°’; width, 1634”; 


depth, 4’. Approx. wt. 6 lbs. Retail price $27.50, tax extra. 
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HOMESTEAD .. 
duction that reflects the fine characteris- 
ties of an early banjo clock. Has self-start- 


. an appealing repro- 


ing electric time movement...rich brown 
mahogany case...polished brass trim with 
side decorations of Colonial “spool and 
scroll” design. Black numerals and hands. 
Ht..24°4": wth..6! 0”: dth., 234”". Approx. 


wt. 8 lbs. Retail price $29.95, tax extra. 





HAMPSHIRE... a truly beautiful reproduction built by craftsmen. Has self-starting electric 
Westminster chime movement encased in genuine mahogany with grained panels of selected 
crotch mahogany. Decorative scrolls, carved rosettes, pillars and finial give the clock added 
charm. Floral decorations in color enhance the dial. Roman numerals, serpentine hands are 
black. Height, 72’’; width, 17’; depth, 9’. Approx. wt. 100 lbs... . Retail price $295, tax extra. 


Seth Thomas 


"The fenell name tse locks 


Products of GENERAL TIME Corporation 


Spotlights best-sellers with a popular sales theme: 
“Give Time... the Lasting Gift” 


Photo shows the Seth Thomas Buckingham on miniature 
stage (center part of display) with intermittently flashing 
light that casts a pleasing glow on this good-looking, fast- 
selling model. Other Seth Thomas electric and spring-wound 


clocks are attractively grouped around with separate cards 





suggesting them as timely gifts. 

Display is ideal for window or counter and is espe ially 
suitable for gift-buying seasons. Get one... now. They re 
designed to help increase sales. Ask your wholesaler or 
write directly to us: Seth Thomas Clocks, Thomaston, Conn. 


















*TRADE MARK REG. U.S. PAT. < 


SEE YOUR WHOLESALER OR WRITE US FOR YOUR COPY OF NEW 





FALL CATALOG. SETH THOMAS CLOCKS, THOMASTON, CONN. 
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New 


FULLY AUTOMATIC 
POP-UP TOASTER 


New 


TWIN WAFFLE 
IRON FULLY 
AUTOMATIC 


New. 


“GRID-O-MATIC” WAFFLE 
IRON AND GRILL WITH 
REVERSIBLE GRIDS 


New 


POPPER-CHEF 
CORN POPPER AND 
UTILITY COOKE’ 


New 


2-BURNER, 3-HEAT 
TABLE STOVE WITH 
EASY-T0-CLEAN 
BURNERS 


New 


SINGLE WAFFLE BAKER 
COMPLETELY AUTOMATIC 


New 


LIGHT-O-MATIC 
IRON WITH FINGERTIP 
HEAT CONTROL AND 
JEWEL INDICATOR 





THE “REGAL” —A FEATURE 
ITEM IN Uominion’s 


ALL NEW LINE 


Here’s a waffle baker with real family appeal. Now, 
lusty appetites needn't be kept waiting from waffle to 
waffle because each baking serves four large, “king- 
size” portions. 





And it's the kind of an item you like to sell -- it's 
beautifully crafted, soundly constructed and contains 
every quality feature to make it a satisfaction to use. 
Accurate thermostatic dial control, conveniently located 
on top, is easy to read. Heavy aluminum grids insure 
even, golden-brown baking. Enclosed drip rings prevent 
batter from running over. Chrome-nickle elements guar- 
antee long service. Other selling attractions include 
signal-lite timing, cool-grip plastic handles, attractive 
plastic feet. 


| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
l 
| 
| 


Dominion’s complete line of appliances has un- 
matched customer appeal, the best operating features - 
and are made to sell at retail prices that will guarantee 
volume sales. 


Makers of a full line of table appliances - Available 
through reputable distributors across the nation. 






SALES OFFICES: Atlanta: S. C. Stockdale, 688 Highland Ave. 
N. E.; Boudrot & Garside, 157 Federal St.; Chicago: 
Steinmetz & Kelly, 1422 Merchandise Mart; Cleveland: Maurice 
J. Lackritz, 304 Union Bldg., 1836 Euclid Ave.; Kansas City: 
(Mo.) Lou S. Gershon & Son, 504 Merchandise Mart, 2201 Grand 
Ave.; Miami: Jules J. Dreyfuss, 68 N. W. 7th St.; New York: 
Charles Martin Co., 200 Fifth Ave.; Norfolk: Goodman Bros., 
823 West 2Ist St.; Philadelphia: Louis M. Harmelin, 6661 
Wayne Ave.; Todd Brothers, 7-D, Second Unit, Santa 
Fe Bidqg.; Denver: Medill Sales Company, 2155 Blake St.; Los 
Angeles: Waisbren & Levinson, Chamber of Commerce Bldg. 


Boston: 


Dallas: 


DOMINION ELECTRIC CORPORATION - 


MANSFIELD, 


OHIO 
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with Slimline fixtures, installed with 
separate switches so that they may be 
used at four levels of intensity. Up to 
now not more than one half the full 
capacity has been used. The lights are 
covered by corrugated metal baffles 
which reflect the rays along the length- 
wise channels, without showing any u1 
the lighting sources when viewed from 
the window. The walls are a true 
cerulean blue, positive enough to form 
a good contrast with the white appli- 
ances, and yet not at all on the dark 
side. A similar blue is used in some of 
the lighting to afford a soft shimmer 
of color overhead. Spotlights are pro- 
vided for specially featured appliances, 
either in the window area or back 
where the model kitchen and laundry 
equipment is installed. 


Variety Spices the Display 


Not that there is a particular area 
anywhere in the store which is dedi- 
cated perpetually to one appliance. 
One of the functional ideas which went 
into the designing of the building was 
to provide facilities for making dis- 
plays flexible. Mr. Hagstrom, who is 
in charge of the merchandising end of 
the business, believes in changing his 
appliances about so that the customer 
who comes into the store twice sces 
something new each time. The article 
may have been on display in a differ- 
ent part of the store before but because 
it is in a fresh location it catches his 
attention. 

One of the most ingenious ideas 
built into the store is the provision 
which is made to make this flexibility 
possible. Many a dealer has spent from 
$1,000 to $1,200 to build a fully-con- 
nected model kitchen into his store, 
only to find later that he wishes it 


| were located somewhere else. Mr. 





Hagstrom preferred to put the money 
for such an installation into a sunken 


channel for all building utilities, which 


runs under the level of the floor along 
the left hand wall of the building. In 
this open channel run hot and cold 
water pipes, 220-v. and 110-v. wiring, 
telephone cable and other piping neces- 
sary for drains, etc. It is possible to 
tap this at any point, without tear- 
ing out walls or flooring, for the in- 
stallation of any piece of electrical 
equipment requiring either water or 
electricity. A permanent wall about 
two thirds along the side juts out far 
enough to permit the installation of 
kitchen cabinets in an L-kitchen, but 
this is the only feature which is not 
movable. At the same time, every ap- 
pliance is fully connected. If the cus- 
tomer wishes to bring in dirty dishes, 
they can be washed in the dishwasher 
and the waste disposed of in the sink. 
Laundry can actually be done with hot 
water and soap—and indeed customers 
are urged to bring their own laundry 
for this purpose. There are five 220-v. 
outlets in different parts of the store. 

Not only can the individual items in 
the kitchen set-up be changed at will, 
but the entire layout can be moved to 

(Continued on page 130) 
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“Our stores are 


JAMM ED with 
customers !" 


* “The results of sponsoring the program have been very satisfactory. 
On many occasions we have had our stores jammed with customers 
at an hour when ordinarily there would be only a few shoppers. ’* 


Inexpensive “LOCAL-NETWORK” 
' radio shows get results for 
+ Local Dealers. New advertising 
‘ method can boost your sales! 


— —— -— Wy 











INCREASED SALES FOR LOCAL SPONSORS* 


“IMMEDIATE, SIZABLE RESPONSE”’ 


“On occasions when merchandise of special interest has 
been mentioned on the program, there has been an im- 
mediate and sizable response.” 


“GOOD-WILL BUILDER”’ 


**Not only has it increased sales, but also it has served as 
a good-will builder in the community.” 


ee 


This is for YOU, Mr. Local Dealer: 


The American Broadcasting Company presents popular, 
bigtime radio shows on its coast-to-coast network . . . and 
the programs are sponsored locally, at very low cost, by 


“INCREASED PURCHASES”’ 


“‘We have had many compliments from listeners. Better 
still, they have expressed their approval in terms of 
increased purchases.”’ 


*Names on request 


7 | local dealers. YOU, for example, can sponsor a famous net- 
¢ work radio program in your area; the cost to you will be 
only a few dollars per week because you will be splitting 
the total cost of the program with other local dealers in 
many cities all over the nation. Yet in your city, your audi- 
ence will hear your announcer deliver your commercials. You 
will get full credit for sponsoring this important program 
in your area. 


For complete details about how ABC “‘local-network’”’ 
programs are boosting sales and prestige for over 800 


LOCAL sponsors, contact your local ABC station, or write 
direct to ABC, 7 West 66th Street, New York City. 


POPULAR PROGRAMS AVAILABLE 


All types of topnotch radio shows are available for you 

to sponsor over your local ABC station: news, forum, 
~ human interest, drama, music. Among them: 
BAUKHAGE TALKING... ace newsman Baukhage (right) 
reports from Washington . .. America’s Town Meeting of the 
Air, Nancy Craig, Breakfast in Hollywood, Martin Agronsky, 
Headline Edition, Mr. President, Elmer Davis, Dorothy Dix, Irene 
and Allan Jones, Pauline Frederick, Piano Playhouse, George 
Sokolsky, and Harry Wismer. 


(awn eae yy ee SlUehUceltéC~C™* 





Ss 
] 
y 
y. 
2. COOPERATIVE PROGRAM SALES DEPARTMENT, 7 West 66th Street, New York City 
n 
a e o 
\ 
° American Broadcasting Company 
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now only 


1939-1949 vit 
10" Anniversary BaHE | "3995 





SPECIAL 





At this New Low Price —- 
YOU WILL SELL MORE THAN EVER 


NOW — your market for Electresteem — the original 










IMAGINE ! steel portable electric steam radiator — is bigger than 
7 ever! 

STEAM HEAT More homes are wired—even farm homes, summer 
OETA Wall PI homes and hunting lodges. On brisk Fall days, freezing 
oma Wa Plug Mid-Winter nights and damp early Spring mornings, 
Electresteem gives the auxiliary heat every home and 

office needs! And at this new low price — backed by 
dominant Electresteem advertising to more than 9 





million selected prospects — the demand will quickly 


deplete your stock. 





\ PROFITS FOR YOU 


Get set for this big “10th Year Selling Season!” 
‘Telephone the distributor in your city. Write for full 






details today! 


A few choice territories still open 


ELECTRIC STEAM RADIATOR CORP. 


NUMBER ONE, ELECTRIC AVENUE PARIS, KENTUCKY 


Electric Steam Radiator Company, Ltd. Toronto, Ontario 
Manufacturers of Electresteem Portable Steam Radiators, 3 to 24 Hour Vaporizers 
Baby Chef Jr. Bottle Warmers and Sterilizers 
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a different part of the store. Bright 
leather covered corner bench and 
chairs look as though built-in to the 
store fixtures, but they are movable as 
well as comfortable, so that the laun- 
dry display which at one moment may 
be along the wall, can be moved to the 
center of the floor or against the op- 
posite wall if desired. The bench, of 
course, provides a natural resting spot 
for a customer watching or participat- 
ing in an ironer demonstration, or wit- 
nessing the operation of a vacuum 
cleaner. Wall cabinets for the display 
of small appliances and clocks are also 
of the movable type and may be shifted 
at will. 

Mr. Hagstrom is a thorough be- 
liever in the genuine demonstration, 


under actual operating conditions. 


Hot water is essential if you are going 
to show how a dishwasher operates 
—not only because it is the only way 
to give any idea of what the appliance 
can do, but because you may follow 
up the dishwasher sale with one of an 
electric water heater. 


Dishwasher Sales Equal Refrigerators 


Speaking of dishwashers, the store 
did an excellent business in this appli- 
ance last year. In fact, they sold as 
many dishwashers as_ refrigerators. 
Chief reason for their success in this 
field is credited by Mr. Hagstrom to 
the fact that the store encourages all 
emplovees to use electrical appliances 
themselves, particularly those items 
which are less familiar. Practically 
every member of the staff now owns 
both a home freezer and an electric 
dishwasher. Even one serviceman who 
lives in a rented apartment has in- 
stalled a dishwasher there for his own 
use. Sales are made to both old and 
new homes, in spite of the very con- 
siderable hurdle which has to be over- 
come in the cost of installation in an 
old kitchen. 

Back of the sales floor on the left 
is the sound-proof ventilated listening 
room for radios and phonographs and, 
behind that, the sales manager’s office. 
On the other side are general offices 
and shelves for storing serviced small 
appliances ready for delivery, laya- 
ways, and the like. To the rear of 
both is the receiving and delivery de- 
partment, opening on a rear alley, with 
space for trucks to drive in, freight 
elevator and service panels. 


Outfitted Service Trucks 


The firm has four service trucks, out- 
fitted as specialty traveling shops. 
They are designed with storage boxes 
along each side in which are housed 
tools and parts appropriate to one par- 
ticular branch of service. One truck 
specializes in washers and laundry 
equipment, another in dishwashers and 
disposers, another in refrigerators and 
home freezers. The fourth truck is 
the service manager’s truck, which is 
available for emergency calls and gen- 
eral odd jobs. So complete is the 
equipment available, that 75 percent 

(Continued on page 132) 
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Seplember 20 is Calon Day! 


calgon’s new 


NATIONAL ADVERTISING BREAKS! 














Now national advertising will tell the 
women who are your customers the won- 
derfui story of Calgon...a product needed 
by every member of every family. 

No other household product will do 
what Calgon does. Calgon works wonders 


in hard or soft water . . . with soap or 
soapless detergents. . . for every washing 
task. 

Calgon does its work so well that lead- 
ing manufacturers of washing machines 


Stock up! Order Calgon Now. For further information 


and automatic laundries . . . fine textiles 

. ready-to-wear garments, lingerie and 
baby garments . . . china, glassware and 
silverware ... recommend Calgon by name 

. no other product in the world is en- 
dorsed by so many dig names. 

When millions of women want Calgon... 
and dozens of the biggest names in merchan- 
dising recommend Calgon isn’t it time for 
you to get on the bandwagon with this 
money-maker ? 












MAGAZINES — NEWSPAPERS 
2,340,816 ads in October and 


November PARENTS Magazine 


6,233,058 ads in October and 


November GOOD HOUSEKEEPING 


4,389,287 ds in November 


LADIES HOME JOURNAL 


12,963,161 magazine ads telling 


the women the wonderful 
story of CALGON 


Lue 


a consistent advertising campaign in 
the nation’s leading newspapers . 
76 million impressions a month! 

















... write 


CALGON, INC., 100 Hagan Bldg., Pittsburgh 30, Pa. 


ELECTRICAL MERCHANDISING—AUGUST, 1949 


PAGE 131 








AUTOMATIC HEATING 


¥ WITHOUT ELECTRICITY 
¥ WITHOUT HAND DIALING 


Only the GOPHER Oil Heaters 
give you these powerful 
sales advantages 


TODAY buyers demand automatic heat. Only Gopher 
gives that under all conditions. Today, buyers demand 
economy of operation. Gopher Oil Heaters are the most 
economical on the market—because Gopher patented 
pilot flames burn only 6/10s of a gallon of oil in 24 hours. 
Most heaters burn 2 gallons in the same period. Today, 
buyers demand even heat 24 hours a day. Gopher Oil 
Heaters, due to exclusive “modulating control’, give 
that. Room temperatures can 
vary less than 2 degrees no 
matter how suddenly or to 
what extent outside tempera- 
tures rise or fall. 





A Gopher Oil Heater with 
modulating control was in- 
stalled in a small home of 
light construction. A mechan- 
ically operated temperature 
recorder was set up in the 
home. The time was mid- 
winter, and the outside tem- 

rature ranged from 15 

egrees below zero to 20 
degrees above. Above is the 
aph the machine recorded 
or a period of 72 hours— 
note that room temperatures 
varied less than 2 degrees! Jag 
at left of graph resulted when 
sunlight struck the recorder. 
Gopher Heaters with modu- 
lating control give even heat. 


GOPHER 


OIL HEATERS 


AMERICAN GAS 
MACHINE CO. 


Albert Lea 
Minnesota 
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of all service calls can be handled in 
the home and on the first call. This 
saves time and expense for the shop 
and gives far greater satisfaction to 
the customer. 

Particular care is taken with war- 
ranty jobs. The firm has the names of 
about 14,000 customers on file, with 
a record of what equipment is owned 
and when it was purchased. When a 
service call is received, it is checked 
against this list at once and all informa- 
tion noted along with the call, so that 
the serviceman knows whether or not 
the job is a warranty one. This saves 
any friction due to billing a customer 
when not justified, and any dispute as 
to whether or not the free-service pe- 
riod is still in force. Including the time 
spent in repairing defective appliances 
before sale, about 25 percent of the 
labor of the department last year was 
in the non-pay category. 

The firm makes a specialty of its 
service work, handling a considerable 
number of jobs for other dealers and 
even for the manufacturer. This out- 
side service is confined to General 
Electric appliances. A strict rule is 
made that whenever the job is being 
done for another firm, the men at the 
time represent the firm in question and 
must act accordingly. 

This provision is important because 
the servicemen are trained to act as 
field salesmen and are encouraged to 
sell appliances wherever they see an 
opportunity. They are allowed full 
commissions for such sale. Special 
care is taken to keep this activity 
within bounds, so that there is no high 
pressuring of prospects or attempt to 
turn a repair job into a sale if this 
is not justified. 

Service activities are handled on the 
second floor, where a complete service 
room is equipped in the rear. Here re- 
pairs of all types can be handled and 
tested. Appliances are tested before 
delivery, both new equipment and re- 
pair jobs, in order to catch any defects 
and make sure they will operate suc- 
cessfully in the home. One of the 
store’s 220-v. outlets is, of course, pro- 
vided here. 


Training Classes for Service Men 


Here, too, regular Monday evening 
service classes are held. Many firms 
have the custom of holding refresher 
classes for salesmen before store hours 
on Monday mornings. Mr. Holm, 
co-owner and service manager, has 
translated this for his firm into a con- 
tinuing course for servicemen held once 
a week. At this time especially inter- 
esting problems met by the men during 
the previous week are discussed, and 
complaints and compliments from cus- 
tomers reviewed. Each week one ap- 
pliance is taken up in detail, with refer- 
ence to the manufacturer’s service 
manual, and taking the article apart 
and reassembling it. Occasionally a 
factory representative will go over 
problems with the men. Fundamentals 
of salesmanship also find their way 
into these discussions. The classes are 
not specifically designed for the train- 
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ing of newcomers to the staff, but they 
serve nicely for this purpose, as well 
as keeping the regular staff up to date 
and on their toes. 

In front of the service area are stor- 
age bins and shelving for parts and 
also a space which was intended for 
storage of larger appliances awaiting 
repair or completed ready for delivery. 
However, the selling area of the store 
is already so occupied that it has been 
decided to finish this off as an auxil- 
iary salesroom for reconditioned used 
appliances. 


Television Theatre for Prospects 


Across the front of this floor is the 
television theater, seating about 
twenty-five prospective customers as 
desired. This is open to the public on 
Thursday and Friday nights, when the 
store remains open and also is used 
in between times whenever a good pro- 
gram is available. It is customary to 
learn the particular interest of a pros- 
pect in the television field and to call 
him up whenever a good program of 
this type is available. “There is a 
good hockey game (or prize fight, or 
televised drama) on the air tonight. 
Why not bring down your family to 
our theater to see the show?” The 
entire family is included, both because 


(Continued on page 134) 





More women 
own and use 


BENDIX 


automatic 


Washers 
than 

all other 

automatics 

combined 
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High cleaning efficiency and low price — that's 
the winning combination that piles up profit for you 
when you demonstrate the new single-speed Cadillac 
cylinder Model 301. 


Your customers will quickly recognize the Model 
301 as an outstanding value. It cleans quickly, thor- 
oughly — and it’s budget priced. Easy-to-use attach- 
ments get the dirt — from floor to ceiling. 


Above all, it's a CADILLAC — engineered and 
backed by a manufacturer specializing in vacuum 
cleaning equipment, and famous for quality since 
1911. See your local distributor, or write for complete 
information about this new cleaner today. 





















CYLINDER 


MODEL 800 
2 speeds 


$69°>° 


Including full set 
of attachments. 









MODEL 143A 
2 speeds 


a $59°>° 


Set of eight 
attachments, extra. 






MODEL 125 
Single speed 


gn" 


Including five 
attachments. 


CLEMENTS MFG. CO. 


DEPT. A. e« 6666 S. NARRAGANSETT AVE. 


N NAL CHICAGO 38, ILL. 


Since 1911, sold only by reliable dealers and distributors. 
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HOME FREEZERS 





FOUR MODELS... 4, 8, 112 and 16 
cubic foot models. Beautifully Styled. 
Engineered for Efficiency. Heavily In- 
sulated. Hermetically Sealed Tecumseh 
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=| MARQUETTE 


REFRIGERATORS 
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FOUR NEW MODELS. . . Latest Full 
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bottom. Large Frozen Food Compart- 
ments. Twin Crispers. 18 qt. Storage 
Drawer. New “Pancake” type Com- 
pressor. 





ELECTRIC RANGES) 


TWO MODELS .. . Features: One-piece 
Porcelain Top. 7 Speed Cooking Units. 
Large Oven with Precision Heat Regula- 
tor. Waist-high Broiler. Big Storage 
Drawers. Automatic Timer. 





F COMPLETE MARQUETTE LINE / 








GAS RANGES 
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SIX MODELS . . . Features: One-piece THREE MODELS . . . Fountain, Glass & NINETEEN MODELS . . . ELEVEN SIZES 
Porcelain Top. Non-clog Thrift Burners. @ Filler and Bottle types. Features: Sani- @ --.-A-model for every need... 10 to 
Large Oven with Precision Heat Regula- @ tary stainless steel splash-proof basin. @ 100 gallon capacity. Completely Auto- 
tor. Broiler Drawer and Two Storage @ Hermetically Sealed Copeland Unit. @ matic. Fiberglas Insulation. Nickel- 
Drawers. 6 @ Chromium Elements. Lifetime Finish. 
ae . 





_ HIGHEST QUALITY... Y47 PRICED 
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TWO MODELS... FOUR SIZES... ® 
20 to 66 gallon capacity. Efficient Fiber- e 
glas Insulation. Latest advanced en- : 
gineering features. 100% Automatic e 
Shutoff. Grayson Unitrol. AGA. approved. e 
es 


WRITE 
FOR 
DEALERSHIP 
DETAILS 
TODAY 


SOLD THRU AMERICA’S e 
LEADING DISTRIBUTORS 


SELF SERVE 


FOUR MODELS with “Tuflex” sliding 


glass tops. Frozen Food Cabinets have 
range of —10° to +10°. Beverage 
Cooler range +30° to +40°. Provides 
DRY storage of all bottle goods. 


A COMPLETE LINE of MARQUETTE MAJOR APPLIANCES for YOU TO SELL 


Yes, sell the line that builds good will and makes profits for you! See the High Quality and Beautiful Styling 
of these Marquette Appliances, and you'll understand why dealers from coast to coast make Marquette Appliances 
the “center of attraction’ on their display floor. 


MARQUETTE APPLIANCES, Inc., Minneapolis 14, Minn. 
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The Store 
That Almost Talks 


ees CONTINUED FROM PAGE 132 


this solves the problem of arranging 
what to do with the children while 
mother and father are out and also 
because it is frequently the enthusiasm 
of the children and the possibility of 
keeping them interested at home which 
sells the television set. 

There are five television outlets in 
all, in different parts of the store. 
During the initial telecast of the East- 
West football game on New Year’s day 
they were all in use, with about 175 
customers watching the event in differ- 
ent parts of the store. The theater is 
also available for demonstrations of 
other types and for staff or other 
meetings. 

The third floor is devoted to storage. 
This is a better location for ware- 
housing than a basement, according to 
Mr. Hagstrom. Not only is it clean, 
airy and free from dampness, but 
articles are not so likely to get lost in 
corners. 


5,000 Attend Opening 


The official opening of the store was 
late in October, with a two-day pro- 
gram period, followed by an open 
house. The idea was to spread the 
event over a long enough time so that 
crowds would never prevent selling. 
However, more than 5,000 crowded in 
to the store during the three-day event. 
Announcement had been made by 
newspaper advertising, by radio and 
by direct mail. A master of ceremonies 
from the radio field, entertainment and 
door prizes kept the crowd happy. 

The firm is a believer in advertising 
and makes good use of all forms in 
promoting its regular sales activities. 
Spot ads on the radio on three morn- 
ings a week have brought excellent 
results. 


A Penny for Parkers 


Reference has been made to the 
possible prospect of developing a 
parking lot adjacent to the store. 
The parking problem is an important 
one because of the wide distribution 
of the firm’s clientele. Many of them 
come to the store by auto. Until such 
free parking can be offered, the store 
has made capital of the parking meters 
which are being installed on nearby 
streets. They plan to send out a penny 
inserted in a card to customers with 
the invitation “Come and park on us”. 
There is no thought that the actual 
cost of parking will make any differ- 
ence, but the idea will appeal to many, 
who may take a fancy to come in and 
use the penny. 

In the meantime, care is taken that 
no one should overpark. An alarm is 
set to go off at the hour when parking 
is no longer permitted and customers 
are warned to prevent any danger of 
cars being towed away. Under the 
meter system a customer will be asked 
on entering whether or not his car is 
parked at a meter. If so, the alarm is 
set at the period for which he has paid 
and he is warned when the time is up, 
together with an offer to send out to 
put another penny in the meter. 
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BEFORE YOU aid TELEVISION SET 









Check the Answers 
to these \mportant 


QUESTIONS 


1 What about the PICTURE? Capehart gives 
© you a large, clear, brilliant image—the finest pic- 
° ture yet produced by advanced television techniques. 








1S Sharp and steady in so-called “fringe” areas as well as 

“ , favored city locations. 

n What about the TONE? Listen to the Cape- 

e ? ® hart with your eyes closed. This test will con- 

t ; vince you of the quality of Capehart tone—the same 
rich beauty and fidelity that won world fame for the 
Capehart phonograph radio. Now it’s yours in tele- 

L \ vision! 


What about the CABINET? Your television 
; © set will occupy the place of honor in your living 
room. Capehart brings you that “heirloom” quality of 
cabinet-making, that authenticity of design which has 
always distinguished the Capehart. 


What about the NAME? The name Capehart 

® is a guarantee of integrity. It stands for excel- 

lence in musical reproduction . . . excellence in work- 

manship . . . excellence in electronic design. Every tele- 

vision set that bears the Capehart name must live up 
to the Capehart reputation. 


: And what about PRICE? Here’s the best news 
j © of all. Capehart prices are astonishingly /ow. Find 

out for yourself how little it costs to own a Capehart 
and enjoy all that this great name means in quality 
and performance. 


999950 


Federal Tax Inc 


CAPEHART—Traditional. Authentic 
18th Century English design enduring 
beauty in lustrous mahogany finish 

compact dimensions for any room arrange- 


~» Cape 





' 
/ 
ANSWERS ALL FIVE 
{ ‘ \ television set is a major investment! Choose yours with care. Check 
Capehart’s answers to the five most important i t 
, art’s answer: ant questions before 
CAPENART—Georgien Whe Pee portant questions before you 
' buy. Why not visit your Capehart dealer? When you have seen and 


Fine period piece in richly finished 
mahogany—separate doors for screen 
and operating controls. 


heard the Capehart, you'll know why it’s a distinction to own a 
Capehart! 
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HERE’S ONE 
OF THE FIRST 


of a new series of 
Capehart newspaper 
advertisements— 
being run by 
Capehart dealers in 
the important 
television markets. 


Sworth 





Tow that customers’ sales resistance is stronger than 
it has been for years, you're looking for extra values 


.. For a tiny addition 





that will help you close sales. 
to an eleciric appliance’s sales price, you can benefit 
from the valuable sales plus of a Telechron Timer. 
See what this plus adds to vour sales story: accurate 
electric time and (rouble-free automatic timing... 
two conveniences that are “musts” in the minds 

of modern women. And when it’s timing by Telechron 
vou have an extra plus because women recognize 
Telechron as synonymous with perfect timing. 

All Telechron Minitmasters get their superior 

accuracy and longer service life from 


all Telechron 


. constantly 


Felechron Timing Motors . . 
Timing Motors are instantly. . 
synchronous... So. cash in on the customer 


acceptance of Telechron by demanding 


A. 


Telechron 


and pushing ranges, radios, washers 
and refrigerators equipped 

with Telechron Minitmastei 
Telechron Ine.. 

220 Union Street. 


Timers. 


Ashland, Massachusetts. 
4 General Electric Affliate. 


Minitmaster 
controls sales 






volume. 
too! 





MINITMASTER 









® 


TIMERS 


The low-cost Plus 
at Clinches the sale 
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'Ironers Can Be Sold 








and I think they have at least come to 
believe in them and in the sales possi- 
bilities.” 

Distributors were more than pleased 
with the results of the Ironer Week. 
Several ended the week by placing 
larger orders with their suppliers to 
handle the extra sales anticipated dur- 
ing the coming two months. But most 
striking was the distributors’ reaction 
to the interest and enthusiasm shown 
by their dealers and retail salesmen. 
One distributor admitted: “I didn’t 
think the retail people had it in them 
any more. Most of them really coop- 
erated and a surprising number went 


| ahead and added their own touches to 











the promotion to increase their own 
business. I knew we could do a job with 
a refrigerator or freezer campaign, 
but on ironers—well, you know how 
they’ve been.” 

Several dealers reported that the 
Ironer Week campaign resulted in 
bringing back to their stores many old 
customers, with a resulting renewal of 
friendship and_ re-establishment of 
dealer-customer relationship. “It’s been 
like old home week,” said a small city 
dealer. “Why, I’ve seen people this 
week that I haven’t talked with since 
I sold them something a couple of vears 
ago.” 

The purpose of the campaign, to 
bring people into the dealers’ stores, 
served a valuable purpose for good 
dealers and for poor dealers by creat- 
ing another dealer-customer contact. 
And sometimes the re-establishment of 
this relationship was immediately prof- 
itable. 

Effect of the campaign on the retail 
salespeople was well expressed by 
Bureau secretary-manager J. Clark 
Chamberlain: “This ironer week cam- 
paign has had a definite morale-build- 
ing effect on the dealers and their sales- 
men. We’ve had many successful cam- 
paigns here during the last two years, 
but to have the dealers and salesmen 
see such interest created in a normally 
slow appliance like ironers—well, it’s 
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given them a terrific boost. It will in- 
fluence their whole attitude toward 
selling all electric appliances. They’ve 
seen with their own eyes that the pub- 
lic is still as interested as ever in ap- 
pliances. The salespeople are enthused 
and they’re going to keep on being 
enthused because they’ve found that 
there is something to be enthused 
about. I definitely expect a big upswing 
in hard-hitting specialty selling in San 
Diego County from now on. I think 
the success of this ironer campaign 
should be an incentive to dealers, asso- 
ciations and utilities in other parts of 
the country to start similar programs 
which will inspire and encourage the 
retailers to develop strong selling and 
promotional practices.” 

The local study of the campaign by 
ELECTRICAL MERCHANDISING showed 
that there was nothing in the operation 
that could not be duplicated in equal- 
size market areas by the same com- 
ponent groups, little that could not be 
adapted to fit smaller areas—if similar 
centralized operation of the promotion 
could be obtained. And, there are ele- 
ments of the promotion that can be in- 
cluded by the individual dealer as part 
of his regular store and salesman tech- 
nique to improve his present volume 
of ironer sales. 


Cooperation plus Organization 


As an overall, industry-wide promo- 
tion, the combination of cooperation 
and organization cannot be overem- 
phasized. For the San Diego promo- 
tion, the locally-strong and nationally- 
known Bureau of Radio & Electrical 
Appliances of San Diego County pro- 
cured the cooperation and provided the 
organizational management of the pro- 
motion. Behind this association’s in- 
terest and experience in ironer promo- 
tion was the famous “Amateur Ironers’ 
Institute” which was attended by more 
than 10,000 in 1938 and which was to 
a great extent responsible for the 
present high acceptance of ironers in 
San Diego County. 


























“HAS THE NOVELTY WORN OFF SO SOON, MR. FLITTER?” 
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The idea for another ironer promo- | 
tion, latent since 1938, had jelled 
— during the past winter. By March 
1, when the first teaser notice was 
given that an “Ironer Demonstra- 
tion Week” would be held, a committee 


| in- 


To Selected Range Dealers 
















ode of three dealers and three distributors, | 
yve “es ae e | 
oy chairmanned by Aubrey Thompson of | 
“ the H. L. Benbough Co., was working | ] Fs ‘ 
| ap . . ~ | 
te out the details with Clark Chamber- Exclusive Territory 
<a lain. With the overall plans completed, | 
hat the Bureau sought and received the 
git following basic elements of coopera- ? ° : HY 
used =) ion for the campaign: | Protection against all Competition 
we The utility, the San Diego Gas & 
San a ge aa i ° 
hink Electric Co., was given the full re- | 
shan sponsibility for creating and financing A Solid, Growing Business 
sa. the advertising and publicity for Ironer 
s of Demonstration Week. Through utility 
ote advertising manager Frosty Raymond, 
atlls 4 


th his display manager Dave Evans, and 
4 . “er e . 
publicity manager Roy Dickinson, 





























and nearly $3,000 worth of advertising 
—— coupled with publicity releases were 
caaieail issued under the name of the Bureau. | 
hes lhis cooperation by the utility brought | 
qual- the news to every family in San Diego 
saint $ County through full-page advertise- | 
othe ments in three San Diego daily news- | 
lll papers and in 26 county weekly news- | 
oral | papers on the Saturday preceding the 
om campaign. Smaller copy was placed in | 
ey the dailies each day of the campaign, 
part with a 3-col. x 10-in. display advertise- 
Pl j ment on Friday. Supplementing the oelentad dactave thten 
al newspaper advertisements were daily h ciel 
radio announcements, including the t ree big pone ts, plus a 
daily winner presentation over KCBQ fair franchise, selling and 
) every morning. The entire first floor advertising help to de- 
omo- display room of the Gas & Electric velop a proved market 
ation Co. was turned into a display room for for a proved range—a 
se. the 13 ironers donated as prizes by the range with so many visi- 
—_. distributors-manufacturers, ble sales features and 
nally- “Here's What We Want” such outstanding cook- 
— From the distributor or manufac- ing performance that... 
d the turer’s agent for each brand of ironer | 
 pro- actively promoted in the area, was | ' 
's in- asked the following cooperation: (1) 
omo- that each donate one ironer to be used AN DERS N USERS SELL AN DERSON RANGE 
yners’ \ as a prize; (2) determine which of 
gt rene ee ee That’s because an Anderson Range has no superior in visible sales features and in cooking 
- the tions to everyone who entered their performance. Look — 
rs in stares Curing the campaign wees; (9) Visible Features Cooking Advantages — Cooks with Gas turned off 
take necessary action to see that the o a . ELLEN: Ae 
dealers and their staffs were trained to ee py or ~ 3 ee eee Cae I Seale ie aes eda eam coating and baking 
give ironer demonstrations; (4) see ake yet lng ha =, Broiler Pan. performance we will gladly demonstrate. 
that the point of sale campaign pro- Gridale. ** Deep Well Cooker. 2 cate ctlaastae oth to ae came eke se dia 
moe angie ok Bae = 2 Large oven 16%" wide 5 Safety-Lock Burner Cute 3 Platter” heated by broiler burner. flavor, on “Sizzling 
7 . a - y 20" deep by 16” high) 4 Important Easy-cleaning 4 Anderson will be glad to prove every claim by actual demon- 
sufficient brand promotional material —holds up to 35-Ib. turkey. and Service Advantages. stration. 
to help them build prospects from the 
demonstrations. The distributors and 
manufacturers responded with coopera- WE KNOW 
tion that produced one each of the 
following—ABC, Apex, Bendix, Con- a TY AN a S LD 
; lon, Easy, G-E, Horton, Hotpoint, | 
S Ironrite, Simplex, Speed Queen, Thor | 
aieaTl,, ” BECAUSE IN 1948 mate” 
Distributors and manufacturers’ 
agents cooperated with the Bureau’s Dealer A in City of 55,328 Population sold 392 Anderson 
' request and provided special pre-cam- Ranges, grossed $117,600. FACTORY: ANDERSON, INDIANA 
paign ironer demonstration schools. : 
ae Each distributor held his own classes, Dealer B in City of 127,000 Population, sold 445 Anderson 
and the manufacturers brought in re- Ranges, grossed $133,500. 
gionz mn is in retail 
= — eo suche coated re Dealer C in City of 18,966 Population, sold 209 Anderson CAO 
pliance dealers, dealers’ wives, retail Ranges, grossed $62,700. 
S salesmen and their wives, and other STOVE COMPANY 
store personnel received expert train- | . : “14: : . : Sales Office: 
ing in the art of giving ironer demon- | ot 8 pasty sors oe - = oe — 41 SOUTH 6TH STREET * NEWARK 7, N. J. 
strations. But the suppliers’ coopera- is outstanding specialty gas range, wi an exc usive er- 
tion did not end there. To assist their | Titory, a high gross profit, an expanding advertising and a 
local organizations, several regional | promotion program, write us now. We want to tell you all AN AFFILIATED | BREEZE | company 
(Continued on next page) about our plans, our product and the... WA RK 
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Comfort tor Your 


THIS THERMOSTATIC 
HEAT REGULATOR SET... 


Adds AUTOMATIC 
temperature control con- 
venience to any heater 
1939 and 
equipped with A-P 
Model 240-D, U or Y 


series manual controls. 


made since 





DISPLAYED ON THIS 
MODERNISTIC COUNTER STAND... 


A sales maker — beauti- 
fully designed in three 
colors to show the A-P 
Heat Regulator Set to 
best advantage. Because 
it explains the actual units 
of the Heat Regulator Set, 
it saves you sales time 
even as it steps up your 
sales. Base size: 4x17%. 
Total display area: 14x21. 


Comroat AND ECONOMY 


®) 


auromure 





PRODULTS (OMPRHY 


PROMOTED TO YOUR 
CUSTOMERS BY ALL THESE 
MERCHANDISING HELPS... 


@ Consumer catalogs @ 
Folders for mailing @ Di- 
rect mail 
Newspaper ad mats @ Oil 
control tags @ ‘Album —- 

of Famous Vaporizing Oil-Burning prcersenits @ Fifteen- 
minute slide-sound film for dealer showings and sales 


meetings’ § KEEPS YOUR CASH 
REGISTER RINGING! 


DEPENDABLE 
Oi Coutrols 


DESIGNED TO ELIMINATE SERVICING 


Chip and matl this coupon: 


AUTOMATIC PRODUCTS COMPANY 


2400 North Thirty-Second Street, Milwaukee 10, Wisconsin 


broadsides @ 








| 

| 

I Please send us the following at once: 

I CT] Complete information on A-P Oil Control Accessories 
ia Sales helps 

| NAME 

; ADDRESS.. 

| ITY al oem 
| Signed by.. 
j Our jobber........... 


fal 
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representatives spent a week or more 
in San Diego. Then, recogniz ng the 
strain that would be put 0. the retail 
organizations in spite of the extra per- 
sonnel that had been trained in ironer 
demonstration, particularly in the de- 
partment stores and the larger inde- 
pendent stores, manufacturers sent 12 
regional home economists for the week. 


The Dealer's Part 


The cooperation asked of the retail 
appliance dealer by the committee for 
Ironer Demonstration Week was, on 
the surface, very little—“(1) Willing- 
ness to equip yourselves to demonstrate 
any and all makes of ironers which 
you handle, throughout the week of 
May 2-7; (2) Your cooperation in dis- 
playing the uniform window or store 
signs of the campaign—to be furnished 
to you by the Bureau at no cost to you; 
(3) Willingness to mail the filled out 
contest tickets to the Bureau each even- 
ing; (4) Your cooperation in promot- 
ing your own store activity in every 
way possible during this week; (5) To 
make Ironer Demonstration Week 
profit your organization individually 
through a method of recording the 
names and addresses of all contestants 
for future sales use, and by developing 
a method of following up all potential 
ironer purchasers.” 

The cooperation given by the appli- 
ance dealers was considerable. Of the 
123 dealers who were considered to 


| have adequate facilities and personnel 


to meet the conditions, 108 gave full 
cooperation. In most stores, the most 
strategic location on the floor became 
the ironer demonstration center. Sev- 
eral dealers with full length windows 
utilized space near the window in order 
to catch street traffic, and in the neigh- 
borhood sections and smaller towns 
this arrangement was particularly suc- 
cessful on the evenings when stores 
were open. In one remote mountain 
town in the county, one dealer gave 
ironer demonstrations to a total num- 
ber of women than came within five 
percent of the number of electrified 
homes in his market area. Eleven deal- 
ers in San Diego cooperated to the 
extent of buying newspaper advertis- 
ing space to increase their personal 
share of the ironer demonstrations. 
One department store economist, 
sought out by this writer for an inter- 
view, was found at store’s closing time 
leaning on an ironer staring off into 
space. Queried, she replied, “If you 
had demonstrated this ironer 103 times 
since 9:30 this morning, how would you 


| feel ?” 





A dealer who was reminded that the 
campaign was provided without cost to 
him, replied, “What do you mean, no 
cost? This $200 ironer has had two 
years’ service in six days—and, 
brother, I love it. I’d take another 
week of this even if I had to give the 
demonstrations myself.” 

That the Ironer Demonstration 
Week needed and received organiza- 
tion has been obvious throughout the 
above description of the cooperation 
asked for and received. Basic was the 
inherent, impartial position of the con- 
trolling body, the Bureau, and the over- 
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all industry’s experience with the in- 
tegrity of its manager, Chamberlain. 
Further was the bilateral quality of 
the committee, with equal representa- 
tion from dealers and distributors. One 
help was the policy of a utility that was 
willing to cooperate with, but not domi- 
nate, a promotion design to add load 
to its lines. The result was campaign 
management that knew what to ask, 
knew how to ask it, and which hae 
the authority to get the cooperation or 
exclude the dealer or distributor from 
the campaign. 

The followup requested by the com- 
mittee and planned by the participating 
dealers is of equal importance with the 
campaign itself. Survey of dealers in 
both San Diego and outlying parts of 
the county show that nearly every 
dealer had formulated plans for follow- 
ing up the prospects which had been 
created by the campaign. While most 
had not made these plans in advance 
of the promotion, they had quickly con- 
sidered them once the large number of 
prospects arrived. Methods of follow- 
up varied with the store, its size, and 
the market area served. One depart- 
ment store will mail a letter to every 
contestant asking: (1) Which ironer 
she liked best; (2) Would she like a 
home demonstration of that ironer. 
Salesmen will follow up all answers. 
Another department store has decided 
not to follow up the names on its con- 
test stubs, although it has nearly a 
thousand. Instead, this store will make 
it a practice to demonstrate an ironer 
to every purchaser of a washer. Those 
who received ironer demonstrations at 
the suburban store of. this concern, 
however, will receive direct follow up. 

Outlying independent dealers can 
make more use of their lists and they 
plan to. Consensus shows that most 
dealers will follow up every contestant 
with a salesman’s call, in most cases 
offering a free home trial. One dealer, 
an independent downtown store, will 
use the telephone to follow up in order 
to eliminate the marginal prospects, 
and then the salesmen will go out. A 
suburban dealer already has codified his 
list of contestants, dividing it into those 
who have been regular customers, those 
who are new customers and who live 
within an economical sales and delivery 
range, and those who are out of reach 
economically. He will follow up the 
first two classifications, discount the 
third as immediate prospects for other 
dealers. Another suburban dealer plans 
the bold approach—he will send out a 
salesman to a selected few names each 
week. Their approach will be: “Madam 
this is the ironer you saw demon- 
strated. May I leave it with you for a 
10-day free trial?” 

And so, Ironer Demonstration Week 
in San Diego ended on May 7, but it 
isn’t finished, for the dealers will be 
selling ironers for months to come. 
And so can other dealers, distributors, 
manufacturers, and associations, who 
realize that the public is still interested 
in all appliances, and through industry 
cooperation and organization can be 
made to take an interest in ironers and 
to put out the cash that buys —_ 
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Three Wise Girls 
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runs a heme. She has two sons—one in 

lege, She works part time in the 
tore. It’s her job to see that a live 
demonstration is ready for immediate 
operation in the store whenever one is 

eded. Scarcely a day passes when 
an actual batch of clothes is not washed 
and ironed in the store. For automatic 
washer demonstrations they use au- 
hentic soiled clothes from an average 
family. (No limp old towels are run 
through again and again at the 
Friend’s store!) The three women 
bring all their household laundry down 
to the store to be laundered in dem- 
onstrations. That way the customer 
sees clothes go into the washer in 
their original state of soil (in most 
cases the same type of laundry the cus- 
tomer has to contend with) and she 
sees the transformation when they 
come out of the washer. 

“It makes an impression,” says Mrs. 
Friend. “When a customer sees the 
grimy jersey Junior wore home from 
baseball practice yesterday come out 
of the automatic almost as clean as 
new, the washer sells itself. Nothing 
could be more convincing.” 

In addition to washer and ironer 
demonstrations every day, there is a 
dishwasher hooked up ready for dem- 
onstration, and plans are under way to 
have a freezer put into actual use 
filled with frozen foods. Freezers 
should go over well in this farming 
community. 

“We've gotten a lot of good ideas 
from Mrs. Maddigan’s classes,” said 
Mrs. Friend. “And she is a drawing 
card whenever we can get her to come 
to Pompton Lakes to give a consumer 
demonstration. This was proved on 
the occasion of her last visit. After 
sending out 130 cards inviting cus- 
tomers to come and see her give a 
freezer-range demonstration, we dis- 
covered the date set was for the night 
of the Parent-Teachers Association 
meeting. We were in a dilemma. But 
we got busy on the phone and the out- 
come was that the PTA meeting was 
postponed and the entire group of 85 
members came down to the store to see 
Mrs. Maddigan’s demonstration. It 
wasn’t a bad evening’s work; it re- 
sulted in the sale of two dishwashers, 
two hot water heaters, an electric 
range and some keen interest in 
freezers.” 





The Boss 


Mr, Friend started in the hardware 
business in 1927, and has been a serv- 
icing G-E dealer since 1931. He does 
a nice business in Pompton Lakes. In 
addition to the women on his staff he 
has two men in the store full time and 
two men out on installations and serv- 
ice calls all the time. Besides his appli- 
ance business he does a flourishing 
hardware, radio and television busi- 
ness. 

He was able to take the G-E dealers’ 
cruise to Nassau and Havana this 
spring—proof that he is one of G-E’s 
class A dealers. 

“But,” he says, “if it weren’t for 
the girls, I’d never had made it.” 

End 





THE NEW TAYLOR 


cumer (Cooe DRYER 
Rea 7 


WITH... 


Sun-Lite ultra-violet germicidal lamp 
Safe infra-red heating units 
Twin-turbine pressure blower 

Air filter system 

Automatic timer 


... AND A HOST OF OTHER 


SALES-MAKING FEATURES 

| 4 
120-volt AC, 1280 watts — plugs in any socket f 
Guaranteed against mechanical defects 


GET READY TO CASH IN ON A BIG 
NEW MARKET 
Write for complete information 


Taylor QB Corp 


ALLIANCE © OHIO 
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LIST PRICE 





Easy-Slide 
clothes rack with 
open-end hangers 
holds 5 to 7 Ibs. 


Taylor Sr. space- 
saver Washer 
stores inside 
Summer Breeze 
Dryer. Incident- 
ally, this com- 
plete home laun- 
dry retails for 
only $189.90. 
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FUEL FOR YOUR SPARK! 


Unlike oil heaters limited to the use of one or two 
types of fuel oil, SPARK oil heaters give clean, 
efficient heat with FOUR TYPES OF FUEL OIL: 


@ No. 1 oil or kerosene (similar to 
the fuel used by jet planes). 


@ No. 2 oil. @ No. 3 oil. 
@ Motor diesel oil. 


Last winter, for example, SPARK heaters using 
common motor diesel oil provided thousands of 
homes throughout the nation with clean, satisfy- 
ing warmth! 









SPARK 
dealerships available. 
Write for information. 


SPARK ..:.\.c HEATERS 


SPARK STOVE CO 
OAKLAND CALII 


IN¢ 













SPARK Stove Co., Inc., Dept. E-8 
2619 E. 12th St., Oakland 1, Calif. 


Gentlemen: Please send me complete information on SPARK oil 
burning heaters and your SPARK dealer plan. 





Name 





Firm 





Address 









City —— ll 
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All-out on Automatics 





CONTINUED FROM PAGE 59 





clothes, before washing, in water 
which is automatically spun out of the 
clothes before fresh water streams in. 
Again and again, time studies have 
shown the great amount of time and 
effort saved by this process alone. The 
chance to soak, wash and rinse clothes 
without ever having to empty water 
manually is something that appeals to 
every housewife. 

“The second mechanical feature 
which we push is the complete elimi- 
nation of sediment through the ma- 
chine’s automatic self-cleaning action. 

“Third, soap troubles are eliminated 
by the automatic soap feeder. No more 
dissolving soap, working up suds and 
worrying over lumps. This soap busi- 
ness is no minor thing and automatic 
soap feeding hits home to the house- 
wife. 

“Lastly, we emphasize the porta- 
bility of the washer, telling the cus- 
tomer that it doesn’t have to be bolted 
down and can be moved wherever 
there is a water supply and a drain.” 


A Part of Progress 


The second phase of the selling 
operation is, according to Humphries, 
simply a portrait of the automatic 
washer as a contemporary of the auto- 
matic age. “If an auto salesman tried 
to sell you a Model T, you'd be in- 
sulted,” he explains. “Like the new 
cars, the automatic washer belongs to 
today. You wouldn’t want to sacrifice 
electric light for kerosene lamps, mod- 
ern phonographs for the old gramo- 
phones, sound pictures for silent mov- 
ies. Customers will listen to this line 
of reasoning because they know it is 
true. In the automatic washer the cus- 
tomer gets the best possible modern 
solution to his laundry problems. We 
represent it and sell it on that basis.” 


Price versus Value 


“In price alone, the automatic wash- 
er is higher than the conventional type, 
of course,” says Ralph Russ, sales man- 
ager for the firm. “So, when we put 
the third part of our selling plan to 
work, we point out that the actual cost 
to a customer must be measured in 
terms of usefulness, savings, comfort 
and convenience. The difference be- 
tween an automatic washer and a 
wringer washer is one of work and 
health. Emptying water or lifting out 
clothes to put them through a wringer 
is back-breaking work. The difference 
in cost can be credited to the time saved 
and the convenience it offers the user. 
For more leisure and more comfort he 
pays a little more—which is true in 
buying any kind of merchandise.” 


Commercial Sales Too 


Successful as this three-way sales ap- 
proach is, Helman-Humphries doesn’t 
give it exclusive reliance. The firm has 
gone out of its way to sell washers to 
commercial establishments and only re- 
cently installed 20 washers in one of 
Palm Beach’s newest ventures, the 
Hosler Self Service Laundry—all to 
the end of teaching more people the 
value of automatic laundering. End 
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We Must Sell Selling 
As a Career 


oC ONTINUED FROM PAGE 4] 


try must check on the individual etii- 
ciency of each unit of its organization, 
Now we must all get behind the mar- 
keting departments, just as they have 
gotten behind the production depart- 
ments during the past several years, 
and support them in every way by 
planning and action. The approach is 
through a new army of well-trained 
salesmen. 

The appliance industry can well 
afford to pay for this service. When 
you realize that $16 billion worth of 
appliances have been sold in the past 
20 years you realize that somebody 
has made a lot of money. 


The Market Is There 


A flock of big ticket specialty items 
are now pouring from factories and 
crying for salesmen to go out and sell 
them. The electric range has over 80 
percent market potential; that “glamor 
girl” appliance, the dishwasher, has its 
entire market ahead of it. The ques- 
tion is: “Who’s going to share in the 
10 to 20 percent of the next $16 bil- 
lion worth of sales?” Nance concluded. 

End 








Sell up - 
or sell down 
with the only 


complete 
line of 
Automatic 


Home Laundry 
Equipment.. 
THE 


BENDIX 
LINE! 
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Appliances 
In the Magazines 


HOME SERVICE GROUP 
Better Homes & Gardens 


“Ironing Made Easy”—By Isabel Mc- 
Govern, Better Homes, August—prac- 
tice results in perfectly ironed clothes. 
“What A Waste Disposer Can Mean 
to You”—By Frances Meyer—Garb- 
age disposers express their opinions 
about this comparatively new device. 


American Home 


“Where to Begin’—By Edith Ramsay, 
American Home, July—freezing uten- 


| 
| 


sils and equipment are included in a | 


checklist of 
equipment. 


canning and freezing 


House Beautiful 


“The 20th Century Limited Was Their 
Model Kitchen”’—House Beautiful, 
July—Architect Robert Stanton de- 
signed a compact kitchen telescoped 
along two walls for his own home, con- 
taining an 18 cu. ft. refrigerator; a 
dishwasher-sink-disposer; an electric 
built-in range with separate built-in 
oven. 

“A Little Work—A Lot of Play’— 
play time made easy with an automatic 
laundry, an automatic hot water 
heater; an oversize freezer, an electric 
floor polisher, to mention a few of the 


electrical devices usd in the Stanton 


home. wire 
“9 Ways to House a Light’ Bulb”— 
modern wall and ceiling fixtures. 


House & Garden 


“This Kitchen Has Character—House 
& Garden, July—12th in a series of 
“Kitchens with Character,” shows a 
Los Angeles kitchen equipped with an 
electric range, a mixer, refrigerator 
and complete electric laundry. 

“Beat the Heat”—pictures the wide 
choice of fans and room coolers now 
available. 


WOMAN’S SERVICE GROUP 
McCall's 


“This is How I Keep House On A 
Sheep Ranch in Montana”—tenth of a 
series by Elizabeth Sweeney Herbert, 
VcCall’s, August—Mrs. Higham does 
all the work in a 12-room ranch house 
with a good assortment of appliances 
to take the place of hired help. 


Ladies Home Journal 


“Let the Vacuum Do It” says Mar- 
garet Davidson—August Journal— 
new ways to use cleaner attachments. 


Woman's Home Companion 


“Your Friend—the Fuse”’—by J. H. 
Van Aernam, August Companion—the 
Adequate Wiring story told in cartoon 
sequence. 


FARM GROUP 


Country Gentleman 


“Portable Cooking Appliances Are 
Ideal for Summer Use”—by Margaret 
Schnug, Country Gentleman, August 
—the roaster-oven and its broiler at- 
tachment, the electric casserole, the 
combination waffle baker, sandwich 
toaster and grill, the electric coffee 
maker and electric tea kettle are es- 
pecially suitable for outdoor living, 
she says. 








Refrigerator prospects are impressed instant- 
ly and convincingly by the swift, simple and 
striking Inland “Magic Touch” demonstration. 
They want all the ice trays in their refrigerators 
to work the marvelous “Magic Touch” way. For 
them—no more inconvenience, no more prying, 
thawing, splashing or handling dripping blocks 
of ice. It works like this... 





ee 
Baia 


2 Lift the grid from the tray 


New refrigerators fully equipped 
with Inland “Magic Touch” Ice Trays 
give your customers 
complete ice convenience 









fe AP learns tas 
3 All cubes are free, separate, dry 


Take advantage of the compelling sales appeal 
in this demonstration. Make sure that the auto- 
matic refrigerators you sell this year are fully 
equipped with Inland “Magic Touch” Ice Cube 
Trays, designed and made to give faster freezing 
and longer service. And stock them amply for 
replacement sales. Get these customer-demand 
sales and profits. 


—_ "Magic Touch’ Ice Trays 
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INLAND 


General Motors Corporation, Dayton, Obio 
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MANUFACTURING 


MANUFACTURING DIVISION 
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CHILL CHESTS 


FASTER SALES . . . Every housewife wants 
the big storage capacity offered in Revco 
CHILL CHESTS. Small and compact, it’s 
easy to close sales with this competitively 
priced Revco Line. 


BIGGER PROFITS. . . Service expense mini- 


mized. Dependability, low cost operation 
are bywords among Revco users. Word gets 
around and “buy” Revco means more busi- 
ness for you. 





space. 


MORE EXCLUSIVE FEATURES . . . Point the 
way toward increased sales. 

Revco’s 8 cu. ft. (320 lb. capacity) Deluxe 
CHILL CHEST, above, answers average 
family’s demand for “more storage space 
in less floor space.” 

Revco’s 12.3 cu. ft. (480 Ib. capacity) 
Heavy Duty CHILL CHEST, at left, ful- 
fills demand of farm or city families want- 
ing BIG capacity without sacrificing floor 


Write today for Revco Franchise Details 


Reveo INC. © DEERFIELD, MICHIGAN 


Low Temperature Refrigeration Specialists 
NATIONAL DISPLAY SPACE—1454 MERCHANDISE MART. CHICAGO 








The Old Reliable 
Hordwood ESCORT 


This crawling action lets the ESCORT roll 
up and down steps and curbs without slipping, 
jarring or bumping. It eliminates lifting 

gets more work done every day. On level 
surfaces the ESCORT rolls easily on the two 
rubber-tired wheels. 


The $-2-S (top) is available in steel or alum- 
inum and will handle 1200 pounds and 800 
pounds respectively. The A-2-S-M (bottom) can 
be used in the regular fashion. On level sur- 
faces the swivel wheel is dropped for use. The 
heaviest load can be moved without weight on 
operator, Available in both steel and aluminum. 


Write for descriptive folder and prices 


STEVENS APPLIANCE 
P.O. Box 897 
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ON THE FAMOUS 
CATERPILLAR TREAD 


All ESCORT trucks are sold 
on a money back guaran- 
tee. If not satisfied after 
fair trial, return for refund 
of full purchase price. 


TRUCK CO. 
Augusta, Ga. 


NEW POSITIONS 











Bliss & Laughlin, Inc. 





CARL L. HUFF 


Carl L. Huff has been elected presi- 
dent and director, Bliss & Laughlin, 
Inc., according to a recent announce- 
ment. Affiliated with the firm since 
1923 when he joined the sales depart- 
ment, Mr. Huff was most recently 
vice-president and manager of sales. 
At one time he was associated with 
Illinois Steel Co. as well as Steel and 
Tubes Co. of America. 


Jack & Heintz Precision 
Industries, Inc. 


Schick, Inc. 





W. N. GUTHRIE 


Wallace N. Guthrie has been ap- 
pointed executive vice-president and 
general manager of Shick, Inc., Stam- 
ford, Conn. according to a recent an- 
nouncement by Kenneth C. Gifford, 
president. Mr. Guthrie will aid in 
Schick’s expansion. A directr of Schick 
since 1946, he recently resigned as 
president of the Cuno Engineering 
Corp., Meriden, Conn. 


Allen B. DuMont 
Laboratories, Inc. 





F. R. KOHNSTAMM 


Frank R. Kohnstamm has _ been 
elected president and chief executive 
officer, Jack & Heintz Precision Indus- 
tries, Inc., Cleveland, Ohio, according 
to a recent announcement by the board 
of directors. Kenneth G. Donald, for- 
merly president, becomes chairman of 
the board, and O. T. Hess, secretary, 
has been elected a vice-president. 

Mr. Kohnstamm, who was senior 
vice-president, became affiliated with 
the firm in 1947 after associations with 
Westinghouse, Vanderhorst Corp. of 
America, and Baldwin Locomotive 
Works. 


Conlon-Moore Corp. 


John Foxx, vice-president, formerly 
in charge of Moore division sales, has 
been appointed to direct sales for the 
newly consolidated sales departments 
of the Conlon and Moore divisions, 
Conlon-Moore Corp., it has been an- 
nounced by B. J. Hank, president. He 
will operate from the new central sales 
office at the American Furniture Mart 
in Chicago. In the direction of mar- 
keting activities, Mr. Foxx will be 
joined by Harry T. Worthington, ex- 
ecutive vice-president, and Monroe A. 
Toussaint, assistant to the president. 
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W. L. STICKEL 


Walter L. Stickel has been appointed 
national sales manager, receiver sales 
division, Allen B. Dumont Labora- 
tories Inc., according to an announce- 
ment by Ernest A. Marx, general man- 
ager. Mr. Stickel was formerly man- 
ager in charge of the RCA Victor 
division, Leo Meyberg Co., Los An- 
geles, which he joined in 1937. 


Nineteen Hundred Corp. 


LeRoy W. Howard, formerly re- 
gional sales manager, has been ap- 
pointed sales promotion and advertis- 
ing manager, Whirlpool division, 
Nineteen Hundred Corp., St. Joseph, 
Mich., according to a recent announce- 
ment. Associated with the firm for 
seven years, Mr. Howard will direct 
an expanded promotional effort for 
Whirlpool machines. Jack D. Sparks 
has been named assistant sales pro- 
motion and advertising manager. 

John M. Crouse and Charles G. 
Mason have been appointed regional 
sales managers in the northeast and 
central territories, respectively. Mr. 
Crouse was formerly district sales 
manager for Roberts & Manders 
while Mr. Mason had been district 
sales manager for Bendix. 
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Westinghouse Electric Corp. | MY ARE 
iW Si “ 0 
ree hu PRODUCTS? 
) WAGONER Electric RANGES and Automatic Electric WATER 
HEATERS are Designed Right . . . Manufactured Right . . . Priced 
Right for today’s market. 
& ) 
J. M. McKIBBIN J. H. JEWELL They’re today’s best sellers because they’re today’s best values. 
| WAGONER sales, throughout the nation, are over 37% ahead of 
James H. Jewell, recently elected Mr. Price stated that the promotions | last _— 
q vice-president, has been appointed to were the result of separating the re- | Get in on the ground floor of profit opportunity . . . handle 
take over staff supervision of all sales sponsibility for industrial products WAGONER items that se// in today’s market. 
and marketing on a company-wide from arowiggr eect products at top level The WAGONER space saving economy twins increase sales ... 
basis it has been announced by Gwilym and were designed to provide more increase profits! ’ 
A. Price, President, Westinghouse adequately for the firm’s greatly ex- se | : 
Electric Corp. panded postwar activities and new > ELECTRIC RANGES 
| John M. McKibbin also a recently- _ product lines. 
| elected vice-president and former head George E. Congdon, formerly of the OFFER THESE 
“ of advertising and sales promo- lamp division at Los Angeles, was re- OUTSTANDING FEATURES 
tion, has been named general manager cently appointed branch manager of the 
of consumer products handling opera-  division’s San Francisco office. He * Largest oven available in any 
) tion and distribution of the appliance joined the company 12 years ago in space saving range, over 5780 
c and home radio divisions. the divisional sales department. cubic inches, finished in chrome 
; I or porcelain. 
4 ea * Heavy gauge oven racks. 
‘ Tracy Mfg. Co. Fedders-Quigan Corp. | i * Extra large smokeless broiler 
| an and rack. 
; : si George L. Drake has been named 4 eee : mn 7 
advertising manager, Fedders-Quigan * Waist high broiling position. 
Corp., Buffalo, N. Y., according to a * Fast two unit oven preheat 
recent announcement by E. R. Walker, feature. 
vice-president. Most recently affiliated oT &  Menstebe WR un setae 
with the Deepfreeze division, Motor units for easy cleaning. 
Products Corp., Mr. Drake will work ; 
with sales managers in directing the Concealed oven vent. 
firm’s advertising program in each of I * Stainless acid resistant porcelain 
the various sales divisions. Be finish. 
* Fiberglas insulation throughout. 
* 110 It i tlet, 
Cutler-Hammer, Inc. vo convenience outie 
we * Robert Shaw Thermostat. 
HAROLD H. SOLOF 
| TABLE TOP 
_ 
Harold H. Solof has been appointed Automatic Electric ie “Ox 
general sales manager, Tracy Mfg. Co., ; Se 
Pittsburgh, Pa., according to a recent WATER HEATERS FEATURE * 
announcement by T. E. Dela Court, * Stainless acid resistant porcelain table nce 
d president, and Charles Wiener, execu- top—Linoleum Optional. 
25 ‘ tive vice-president. * Magic protection anodic rod greatly 
1- | increases life of tank. 
2. * Westinghouse Corox Heating Elements 
“ Telechron, Inc. and Thermostats. 
a. * Fiberglas insulation throughout. 
or * Proven economic operation. \ 
1- W. R. REINHOLD * Fits on any kitchen or utility room. 
| ; ; * 110 volt convenience outlet. 
W. R. Reinhold has been appointed | * Gives 494 square inches of extra work 
manager of refrigeration sales, Cutler- | space. 
Hammer, Inc., Milwaukee, Wisc., ac- * Liberal 10 year guarantee. 
e- cording to a recent announcement by 
p- the company. Mr. Reinhold succeeds iz : ae : 
q R. M. Van Vleet who has retired after The WAGONER line is complete, including Round Electric Models . . . 15 to 
“a 45 years with the firm. Mr. Reinhold 7 capacity—Round Gas Model 20 and 30 gal. capacity. 
h. became affiliated with the company in Wire or write for the name of your distributor. Get complete story on the 
. q 1933 and was promoted to assistant WAGONER profit plan... The products that se// in a buyers market because 
ae | manager of refrigeration sales in 1944. they are built as housewives ordered them. 
ct | 
or 
ks tromberg-Carlson Co., Ltd. 
~~ R. T. WOODWARD Stromberg-Carlson Co., | 
R. A. Hackbush has been elected 
GS. | Russell 1 2 Woodward has been ap- president and managing director, | Manufactured by 
al pointed manager of marketing, accord- Stromberg-Carlson Co. Ltd., it was | 
nd ing to a recent announcement by A. recently announced at a meeting of the | 
[r. F. Fisher, president, Telechron, Inc. board of directors. Mr. Hackbush | AMERICA & SOU THERN CORPORATION 
les Affiliated with the firm for 16 years in had been associated with Canadian 
TS various sales capacities, Mr. Wood- Westinghouse Co. and Kolster Radio NASHVILLE 10, TENNESSEE 
ict ward will now be responsible for all Ltd. prior to joining Stromberg-Carl- 
| sales, advertising and promotion. son in 1930, 
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EASIER SALES and MORE PROFITS 
WITH NATIONALLY ADVERTISED 





T-12 


The Wonder-Working Household Floor Conditioner 
That Gives The Smart LOOK To All Kinds of Floors 


This Popular HOUSEHOLD 
FLOOR MACHINE 
@ Polishes @ Buffs @ Waxes @ Scrubs 


@ Dry Cleans @ Refinishes @ Sands 
and @ Preserves all types of floors 

















This beautiful, modern, lightweight, 
trouble-free, and easy to operate 
twin-brush machine will glide over 
any floor close to baseboards and 
under furniture styled for 
beauty, engineered for 
performance. 










A simple change to 











snap-on side handles The first 
and the General T-12 

will easily polish All-Purpose 
kitchen cabinets, wood HOME FLOOR 
sap Se, Sain CONDITIONER 


We recommend our new streamlined model K-12 medium size single brush machine 
for both light and heavy duty floor maintenance in small institutions, stores, pro- 
fessional offices and for rental purposes. Write for illustrated folders on the T-12, 

K-12, and our Heavy Duty Industrial models in 14”, 16”, 18, 22” brush 
diameters. 


GENERAL FLOORCRAFT, INC. 






333 Avenue of the Americas 
Dept. EM-8, New York 14, N. Y. 





Slingabouts 


FOR BENDIX 


ECONOMAT 























You'll find a Slingabout worth far more than its original cost with its assurance of 
safe, quick delivery of the newest star on the Bendix line—the Economat. Layers 
of cotton padding and a soft flannel lining protect the Economat and other appli- 
ances from shocks, jars, scratches. Sturdy sling means easy handling on and off 
trucks, through narrow spaces. 


There's a Slingabout to fit the Economat and for every major make of the appli- 


ances listed below 














| WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. | 

: Send Slingabout prices for model # 

| make ————— | Refrigerators | 

Name —— Satie | 

SEND | wou, ae *--- 

——— “umm Other 

T @) D A Y City oe oe ne (please specify) 

| 
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Universal Boosts Sales 10% 
In Million Dollar Campaign 


Sets up portable 
appliance division 


What could one million dollars 
accomplish? 

Landers, Frary and Clark, which 
early last March earmarked that 
much to promote its Coffeematic 
percolator recently provided an an- 
swer which would encourage other 
manufacturers —and dealers — to 
keep promotion and _ advertising 
budgets at least at 1948 levels. 

Robert M. Oliver, general mer- 
chandise manager and head of Uni- 
versal’s new Portable Appliance Di- 
vision, told New York newsmen that 
small appliance sales for the first 
24 weeks of the year were 10 per- 
cent ahead of 1948 and that by the 
end of the year the company ex- 
pected an overall increase of 50 
percent. 


Split. Universal had done more 
than spend advertising money. It 
completely separated headquarters 
and sales organizations of small 
electric appliances from non-electric 
items, a reorganization which would 
give Oliver, as head of the former, 
the room and the power to swing 
his merchandising weight. 


Manpower Investment. Universal 
was also busy hiring men and 
women for its own sales force. By 
August, Oliver said, the company’s 
merchandising organization would 
be 80 percent bigger than it was 
last March 15. The reason: To get 
more personal contact with and 


more information to dealers. Oliver 
was careful to point out that the 
additional manpower meant no 
essential change in marketing meth- 
ods. It simply showed, he said, that 
expansion in this intensely competi- 
tive period pays off, for “we are 
experiencing a sales acceleration 
in small appliances.” The emphasis 
of the program will be on merchan- 
dising aids for .. . distributors and 
dealers and will stress “product 
training and point-of-purchase sales 
assistance .. .” 

Bright Future. Coffeematic sales 
alone had increased several hun- 
dred percent since the beginning of 
Universal's “Million Dollar Coffee- 
matic Party” and were largely re- 
sponsible for the overall 10 percent 
increase in small appliance sales, 
said Oliver. Success of the cam- 
paign, biggest in Universal’s 107 
years, would encourage similar 
efforts on other products. “The 
electric blanket business,” Oliver 
predicted, “will be bigger this year 
by far than it has ever been be- 
fore. . . .”’ Universal’s future pro- 
gram, he declared, was big and opti- 
mistic, for, “We believe the future 
is a bright one for manufacturers 
who will plow into it dollars and 
manpower ... We know what it is 
going to take to do the job we have 
to do and the investment is being 
made now with a completely realis- 
tic appraisal of conditions . . . Dis- 
tributors and retailers who take 
large doses of this same medicine 
will continue to get volume and 
make money.” 


Casco Introduces New Steam And Dry Iron 


Confident that 94 percent of the 
nation’s homes are good prospects 
for their latest product, Casco Prod- 
ucts Corp., Bridgeport, Conn., re- 
cently took the wraps off their new 
steam and dry iron at a one-day 
meeting of New York and New Jer- 
sey distributors in the Hotel Com- 
modore, New York, N. Y. During 
the New York session, one in a 
series of whirlwind eastern territory 
meetings, details of the company’s 
marketing campaign were outlined 
for the wholesalers by John J. Reidy, 
sales manager, appliance division, 
and Harry B. Davis, assistant sales 
manager. 

Heavyweight Ad Policy. Mr. 
Reidy described in detail the com- 
pany’s merchandising plans which 
feature what is believed to be the 
first free offers to iron retailers since 
the war. Included in the firm’s 
package are the following: a special 
introductory offer or a give-away 
portable aluminum ironing hamper 
free of charge to dealers; promo- 
tional material including window 
streamers, broadsides, posters, book- 
lets, and counter displays; trade 
paper and national newspaper adver- 
tising. An added feature of the Cas- 
co package, Mr. Reidy explained, is 
a 90 day free replacement offer plus 
a year’s guarantee against product 
defects. The whole deal, he added, 
is expected to be in the hands of 
dealers for an August 15th kickoff. 

Sales Jump Ahead. The 25 year 
old Bridgeport firm originally began 
as an automotive accessory and 
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DETAILED explanation of the new Casco 
steam and dry iron is made by John J. 
Reidy, (right), sales manager, appliance 
division, Casco Products Corp., as (left to 
right) Jack Marcus, manufacturer's repre- 
sentative; Sandy Hirschberg, Norman D. 
Waters Agency; and Harry Davis, assist- 
ant sales manager, look on. The firm 
recently launched a free package deal in 
marketing its new product. 


parts manufacturer, Mr. Reidy con- 
tinued, and operates a self-contained 
factory. The company is currently 
selling more heating pads than any 
other producer, he said, and June 
sales were 600 percent above the 
same period last year. He added 
that sales for the whole appliance 
division so far this year were 85 per- 
cent ahead of 1948. 
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Small Town Norge Dealer 
Tops Big Stores in Contest 


Sells $1,000 worth a day; 








—f — 








wins 


Small town merchandising know- 
how paid off in sales and a Bermuda 
vacation for C. C. Stewart of the 
Maytag Sales and Service Co., in 
Clayton, N. C. 

Competing against 153 other and 
bigger dealers all over North Caro- 
lina and east Virginia, in a Norge 
appliance sales contest sponsored 
by the B. T. Crump Co., Richmond, 
Va., Stewart racked up more points 
than any other dealer—enough to 
win, not only for himself but for 
his four salesmen too, a week’s va- 
cation in Bermuda with all expenses 
paid by the Crump Co. One of 64 
winners who took the trip last July 
second, Stewart topped the list 
by selling over five carloads of 


free Bermuda 


trip 


Clayton. Knowing their territory 
well, and briefed by an up-to-date 
mailing list, they stop at house after 
house and leave ranges, refriger- 
ators, freezers, etc., for a two week 
trial period. Fourteen days later, 
they return with a contract. Over 
three-quarters of the goods left at 
the houses is sold and Stewart ex- 
periences remarkably little credit 
risk on the venture. Added to this 
is regular advertising and direct- 
mail coverage. 

Contest results, During the con- 
test, Stewart and his salesmen 
worked their trucks overtime. <Ac- 
cording to contest rules, each type 
of appliance got a certain number 
of points, according to its price, 






Norge products in seven weeks. ranging from one to ten points J e . 
Tiny Clayton, N. C. (pop. be- per unit. Two hundred points Coan Foune Cl eater 
tween 1700-2500), located about 18 


miles from Raleigh, is one of the 
smallest dealerships in Crump’s ter- 
ritory, yet Stewart and his men 
managed to sell $40,000 worth of 
Norge refrigerators and ranges in 
the seven weeks of the contest; 
nearly $1,000 worth a day. 

Home Demonstration. Early each 
morning, Stewart’s salesmen drive 
off in trucks loaded with merchan- 
dise to tour the country around 





ONLY BENDIX 
MAKES BOTH 
TUMBLE-ACTION 
AND 
AGITATOR 


changes which can have a detrimen- / 
AUTOMATIC tal effect on dealers, distributors SIMPLER 

and even some manufacturers. “The 

protection means that the retailer is vf 

in a flexible position,” he said, “can CLEANER 


WASHERS... 
TO SUIT 
ALL YOUR 
CUSTOMERS! 
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equaled a free trip to Bermuda. 
When the contest ended on June 
25, Stewart and his men started 
packing their bags, for they had 
rolled up the phenomenal score of 
18 ranges and 131 refrigerators, or 
a total of five trips to Bermuda. 
Total results of the contest with 154 
dealers participating were 2,500 units 
sold with a total retail value of 
$550,000. 


Emerson Plan Protects 
Dealers And Consumers 


Emerson Radio & Phonograph 
Corp. has established a 30-day price 
protection policy to safeguard deal- 
ers, distributors and consumers 
against losses resulting from price 
cuts, it was recently announced by 
Benjamin Abrams, president. Mr. 
Abrams unfolded the plan in an 
address to company wholesalers and 
representatives at a two-day con- 
vention in New York. 

Termed by Mr. Abrams as the 
“greatest thing that ever happened 
in the video business,” the 30-day 
protection plan, effective immedi- 
ately, allows retailers to buy on a 
weekly or semi-monthly basis. This 
is healthy, he continued, because 
television is still subject to many 


buy timely merchandise and won't 
be overloaded.” As a consequence, 
he sees less price-cutting. 

Consumer Collects. The dealer 
is expected to pass on the difference 
between the old and new price to the 
consumer, and the smart merchan- 
diser will do it, Mr. Abrams main- 
tained. He believes other manufac- 
turers will incorporate the plan to 
end current confusion about prices. 

Mr. Abrams predicted about 2.,- 
225,000 TV sets will be produced 
this year, said that color television 
is at least five years away, and ob- 
served that business is only “psy- 
chologically bad.” Television pro- 
duction is now 70 percent of the 
company’s total volume and _ the 
firm is making 900 sets a day. 


1949 





The CLEAN-FLAME* is easie 


It’s because no other heater can match the CLEAN- 
FLAME Burner, the hottest-firing, most efficient 
oil burner yet devised. 


The CLEAN-FLAME uses the blow-torch princi- 
ple to consume every bit of every drop of fuel.. 
to consume it so efficiently and with such terrific 
heat that there is practically no waste. 


This means MORE heat from LESS fuel. . higher 
flame temperature .. instantaneous warmth that 
reaches peak intensity in just two minutes. Simple 
design and sound engineering give greater depend- 
ability .. and that means fewer service calls to eat 
into profits. 





to sell... because it's 





WFASTER 
W/MORE ECONOMICAL 


WMORE DEPENDABLE 


*Reg. U.S. Pat. Off. 





Five Great Models — 
35,000 to 75,000 B.T.U. 
Illustrated is the DC-750 Circulator, 
The famous 75,000 B.T.U. ‘‘Low-Boy.”’ 
All models burn No. 1 or No. 2 

Fuel Oil, Kerosene or Distillate 


(lean-Flame® 


IS BETTER! 





Make a clean sweep of the oil heater market with Clean-Flame! 


THE 


GUIBERSON 


CORPORATION 
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tHE A-B-C or 
BETTER SELLING 
iS YOURS 


Voss offers the dealer a com- 
plete line of washers with 
which to reach every market 

a ee 
of Voss—all offering Exclusive 
Voss Features. Write today 
for particulars on the liberal 
Voss Dealer Franchise. 








WW A PROMOTION MODEL : 
MODEM ria BUILDS TRAFFIC 


» 






> 


Built to the same high quality standards as 


other Voss models but priced to attract the 


yy thrifty buyer. 


© creasing your PROFITS 
. 


NUDSMC tes PROVIDES VOLUME 








Ss | 


—— - 





A fast selling Model gives the dealer the quick 
which is the basic profit-factor in 


3] modern business 


turnover 


PROVIDES LONGER MARGINS 


~- INCREASES YOUR PROFITS 

















€ 


A model having exclusive non- 
competitive features — makes 
it easy to sell — thereby in- 
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J sell WAHL Products [= 
SU Ce 





BECAUSE OF EXPERIENCE: Our 31 
years of research and production are 
your assurance that these products are 
the finest money can buy. Low in 
price, they represent real values. 
BECAUSE OF THE GUARANTEE: We 
agree to repair or replace free of 
charge for one year, any WAHL prod- 
uct which does not give perfect satis- 
faction. 





The New 1949 SOLID SMALL CLIPPER | 


Powerful and full-size, yet light and easy to 
handle. Perfect for home use. Has the famous 
WAHL “feather touch.” 


GRP cccscee $9.75 






WAHL 
Silent Hair Dryer 
Gives either hot or cold air. 
Fast and thorough . . ° 
smooth-running and quiet. 
Light—easy to handle. 


List 


WAHL “Hand-E” 
Electric Vibrator 
Powerful and pene- 
trating—gives perfect 
massage stroke. Fits 
the hand. Complete 


with four applicators. 
$6.50 


List .. 7 











WRITE TODAY 
TO DEPT. E M 49 
FOR DEALER IN 
FORMATION 
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o 


IRONER 





A COMPLETE IRONER 
for ONLY $69.95 List 





A TABLE MODEL 
TO PROMOTE WITH 
WASHERS $49.95 


EMPIRE APPLIANCE 
COMPANY 


37-08 Northern Boulevard 
Long Island City, 1, N. Y. 











INDEX TO ADVERTISERS 
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Air Conditioning Products Co... 149 
Air Equipment Co ............ 147 
Air Express Division, Railway 
Express Agency ............. 60 
America & Southern Corp....... 143 
American Broadcasting Co...... 129 
American Gas Machine Co..... 132 
American Lava Corp. ......... 109 
American Telephone & Tele- 
ESE ee re 126 
Anderson Stove Co............ 137 
Apex Electrical Mfg. Co., The 
Inside Front Cover 
Appliance Mfg. Co............ 32 
Automatic Electric Heater Co... 18 
Automatic Products Co......... 138 
Do ee 80 
Basic Products Corp........... 66 


Bendix Home Appliances, Inc..94, 1 
132, 140, 145, 1 
Bendix Radio Television & Broad- 
cast Receiver Div., Bendix 
ME TE. kc cc ccacseace 
Ben-Hur Mfg. Co. ............ 


ee 1 
Capehart-Farnsworth Corp. ..... 1 
Casco Products Corp........ 82 
Champion Lamp Works......... 
Chevrolet Motor Div., General 
a on arw kone ae 
Chicago Tribune 
Clements Mfg. Co............. 1 
Commercial Credit Corp....... 1 
Conco Engineering Works, Div. 
H. D. Conkey & Co.......... 1 
Coolerator Co., The ........... 
Coroaire Heater Corp., The.... 
Country Gentleman ........... 
Crosley Div., Avco Mfg. Corp... 


’ ’ 


ee er ere 1 
Deepfreeze Div., Motor Products 
a Aa has irae ake ea 
a eee 1 
Dominion Electric Corp........ 1 
Driver-Harris Co. 
du Pont de Nemours & Co., (Inc.), 
E. |., Finishes Div 


Easy Washing Machine Corp... . 
Electric Steam Radiator Corp.... 1 
Electrical Merchandising ... .96, 
Empire Appliance Co.......... 1 
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Correction 


In the article, “Today’s Re- 
frigerators Cost Less to Run” 
(EM, June, p 60), a table 
showing power consumption of 
refrigerators 12 years ago as 
compared with those of today 
contained figures with mis- 
placed decimal points. The 
table should read as follows: 


Power Consumption Per 
24 Hours in Kw.—Hrs. 


1937, 
6Cu. Ft. 85Cu. 
Refrigera- Refrige 
tor tor 

70 Deg. Room 87 
90 Deg. Room 1.35 1 
110 Deg. Room 2.18 1 


1949, 


Ft. 
ra- 


66 
13 
92 
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Another 


CONCO 
Teh 


PROFIT-MAKER 


For You 


The Sensational, New 


CONCO 


PORTABLE 
ELECTRIC RADIATOR 





‘ 


PRICED FOR 
VOLUME 
SALES 






Provides quick, 
abundant heat where 
and when wanted! 


OUTSTANDING FEATURES 
SAFE ise vo water, steom 


Fully enclosed heating element. Even 
at full heat unit will not cause a 


serious burn if touched. 

r AST Reaches full heat of 260° 
in five minutes. Emits 

4500 BTU’s per hour, or equivalent 

of 18-34 square feet of steam radia- 


tion. 

LIGHT Weighs only 28% 
pounds. Easily port- 

able, nicely balanced. Compact, size 

23” x 7” x 19”. Smartly styled. 


ECONOMICAL 


Costs approximately 2 cents per hour 
to operate (average rates). Saves on 
regular fuel in spring, fall, through 
winter. 


101 HOME USES 


@ IDEAL in nursery, 
bath, on porch, in base- 
ment, bedrooms, laun- 
dry, playroom, cottages, 
workshop. IGHT: 
Convenient carrying 
handle folds over to 
double as handy drying 
rack. 








WRITE for complete information on 
this outstanding new product. 


CONCO ENGINEERING WORKS 


Division.ot H. D. Conkey & Company 
Mendota, Illinois 





ArriliAics. 
CONCO MATERIALS HANDLING DIVISION 
Cranes — Hoists 
CONCO BUILDING PRODUCTS, INC. 
Brick — Tile — Stone 
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\ 7 ASTEST INDEX TO ADVERTISERS 
ELECTRIC CLEANING 
ACTION EVER BUILT! AUGUST, 1949 
Me New DAVIS 


CLecito - Sweep 
WITH Magic Fi Broom acon 


Adds another ‘‘salesman”’ 









to your staff 





(Continued from page 146) 

























A Revere Chiming Clock, operating in your 





tee sil aa I, io ees ta oule alia anal 148 store, sells more than itself. Its authentic | 
ee 2 a ee Eureka Williams Corp., Eureka : : 
principle sweeps 3,500 ee Star Bernt 124, 125 Westminster Chimes, its eye compelling 


strokes per minute! Faster, 
penny cleaning at new, low excellence in selections, your awareness of 
cost! 

Frantz Washing Machine Parts.. 148 
A PRECISION CLEANER Frigidaire Div., General Motors 
Picks up hair, lint, tiny par- ES vere eee 105 
ticles better than finest vac- 
uums. New wheel-less ''Float- 
ing'' Action reaches every- 


beauty tell an impressive story about your 


today’s trends. Strengthen the claims of your 
store as an outstanding shopping center by 
featuring these distinguished clocks. There 


are floor, grandmother, and mantel models— 





ene, ie eouiek. General Electric Co. all Westminster Chiming — a selection that 
Construction Materials Dept.. 118 answers every gift or room problem. 
f NO ere a 
General Floorcraft, Inc....... 44 
ONLY General Mills, Inc.......... 52, 53 
$19 95 Gibson Refrigerator Co......... 122 MILLICENT 
. Gilbert Co, The AC.......... 29 © eqpanceoe tl 
RETAIL Graybar Electric Co., Inc....... 114 "grandmother 
i i hormin 
Guiberson Corp., The.......... 145 co aerniee 
Retails for $195 
Built For Mass Market Sales . plus tax 
Only Electro-Sweep is priced right eae _— Co., Div. Scovill -_ asta 
for every home! Budget-minded Hedges Mfg. Co., Inc, M. M.... 57 wide ronge of designs. 
j homes can now afford electric Hunter Fan & Ventilating Co., West Coast Prices slightly 
cleaning. Class market homes will ON ht ranc0cisaevenderens 110 higher. . 
; — —— for fast, light ae) a ae iiyttted below. Re 
ic -U jo Ss. COREVERE ‘? tails for $42 plus tox 
4 d ™ - Inland Mfg. Div., General Motors 4 ¢; ? 
, gd pied! RES RSE Lae 141 \S wae 4/ 
re se International Nickel Co., Inc. 
Dea dw atunes waceeed 74 
THE REVERE CLOCK CO., CINCINNATI 6, OHIO 
: : NEW YORK OFFICE: 37 West 47th Street 
Jiffy-Rinser Mfg. Co....... 2... 147 CHICAGO SHOWROOM: 1422 Merchandise Mart 








Kelvinator, Div. of Nash-Kelvina- 
ee Back Cover 
Knapp-Monarch Co. ........ 64, 65 alu ac urers 
“WRIST ACTION” CORD SET ~. 
Wireless swivel plug Ladies’ H J | 13 Re resentatives 
° , bende, 4 adies Home Journal........ F 
. Gar as aiieanen al y ee 78, 79 


its cord wear, 95% 


| 
2 a Lindemann & Hoverson Co., | \ 
nt troubles. Exclu- / Ee Ee da ea 73 @) F A NEW 
a- sive, patented de- ee Lovell Mfg. Co... .Inside Back Cover \ 
sign. A_ proven / sees WASHDAY 
seller, Attractive . | \ 
display card free. | 


1 Ce esses esesseseseeesesesaeee Marquette Appliances, Inc..... 134 Prepare now for next 
“2 McGraw Electric Co., Clark Div. 84 season's business 


WORK SAVER 
\ 





rt- RANGE CONNECTORS McGraw Electric Co., Toastmaster ee 
ze POUND DW. a6 cceccesescs 11 : 3 a 

Mend-It Sleeve Mfg. Co........ 148 Air Equipment Co., manufac- 

Merchandising Supplement ..... 148 turers of the well-known Nite- 


Midwest Appliance Spec. Co... 148 


Finest quality cord and recepta- 
cles, including new flush range 


Midwest Mfg. Co... 
Minneapolis-Honeywell ........ 119 
Minnesota Appliance Parts Co.. 148 
Modern Water Equipment Co... 149 


cool* and Koolmaster* attic, 
window and commercial fans 
are seeking sales and distribu- 
tion representation in the fol- 



























































proved. "220 \valt, "30" amperes a... lowing states; California, Colo- 
Eliminates costly electrical work . rado, Indiana, Iowa, Kansas, 
ae Kentucky, Minnesota, Nebras- “1k - — 
your jobber or write direct ; ka. North and South Dakota Installed in 15 minutes— it quickly 
for full details and prices. National Electric Mfrs. Assn..26, 27 oe a ’ > : , 
National Enameling & Stamping Ohio, Pennsylvania and Ten- converts any single bearing spin- 
s eee ne Reyes 99 nessee. drier to an automatic spin-rinser. 
S| DAVIS Mf . Com an Nineteen Hundred Corp. ....... 1 F : 
‘i g pany ene Gh. Gente Gin. Air Equipment Co. offers—pro- Saves time-work-hot water. Nothing 
il North American Philips Co...... 61 tected. franchises — top-grade || '® wear out—can't corrode. Brings 
" equipment—national advertis- your obsoleie spin-driers up to date 
k ; DAVIS MFG. COMPANY | || obic textile spec. Co.......... 148 a FOR DEALERSHIP WRITE— 
Ohio Washer Co............... 148 . 
PLANS 2, Hl. Olin Industries, Inc., Electric Div. 35 JIFFY-RINSER MFG. CO. 
Gentlemen: Please rush me information Owens-Corning Fiberglas Corp... 72 * Reg. Trade-Mark MUSKEGON HEIGHTS - MICHIGAN 
on NED stb nonneaedaseensedsdeeeuneseess 
S | Cl DAVIS ELECTRO-SWEEP AIR EQUIPMENT CO. 
y ( CORD SETS ; — —— Div., General pth aes Gat be WING oo ricndcistcceaaasesaesenens 
Ph tastnancewiewt es arro ve., 
, oO RANGE CONNECTORS , Sates Gat feeel Go.......... 98 Chicago 12, IMinois Gavan cissavessaieaccna StatC. 6.000 
| Name 1 5S years of Experience and 
_ | Address 1 (Continued on page 149) Progressive Management JIFFY-RINSER MFG. CO. 
1 City State 1 Established 1894 MUSKEGON HEIGHTS — MICHIGAN 
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SUPPLEMENT 







P. —redmels 


FOR MORE SALES — FOR MORE PROFITS 


a 





water 














The NEW 


“YEATS APPLIANCE DOLLY” 


Aluminum frame, caterpillar type “STEP GLIDES” for 
climbing steps, straight slide on back for easy loading 
in delivery truck, 
heaters. 
quicker because it is the ONLY APPLIANCE DOLLY 
WITH PATENTED RATCHET DEVICE TO TIGHTEN 
THE HOLDING STRAP. Write for full information. 


YEATS APPLIANCE DOLLY SALES CO. 
2525 W. Kilbourn Ave., 


curved cross members for round 
Handles all appliances easier and 


Milwaukee, 3, Wisc. 








PORTABLE ARBOR PRESS MOD. 750 


Order this handy tool now! Will remove pressed 
clearance. Jobbers wanted. 


on bearings to 1/32” 


ESSCO - 2034 EUCLID, 


onty $8.50 Net 
CLEVELAND 15, OHIO 








WASHING MACHINE PARTS 
ALL MAKES 


PROMPT SHIPMENTS 


DISTRIBUTORS—Goodrich Wringer Rolls 
Gates Belts 
T-K Range Ports 





Electrical Appliance Parts 


611 9th St, N.W Washington 1, D. C. 








KRANTZ 


MANUFACTURERS OF 


| WASHING MACHINE PARTS 


3650 EAST 93rd ST. © CLEVELAND 5, O 





REPLACEMENT 
VAC CLEANER BAGS 


$60.00 


PER 


100 


Assorted as you wish. Made 
from high — | fabrics, —_ 
pm | tailored 
double sewed, "eubortiy ttenclied: 
Accurate openings fit securely. 


Write for sample and information 











COIN METERS 


Can help you sell! 


OBCO Meters have 


—_. television, wash- 

d coin equipping 
laundry _Segtianses to 
be sold to Apt. Houses, 
Trailer Parks, Schools, 


etc. 
ROBCO has a_ coin 


meter for any and every 
use. Write today. 


Wm. J. Doherty, 















ya sizes for all types of domestic 
ap ances industrial uses. 
os ot of i 


Write for Catalog 


MEND-IT SLEEVE “2 


S606 Taft Ave., Oakland 16, Calif. 





insert Droken 
ends into sleeve. 
phan tight with 


OHIO TEXTILE SPEC. CO. Inc. 
3442 W. 54th St. Cleveland, Ohio 1728 Grand Central Terminal, New York 17, N. Y. 
PERMANENT REPAIRS Quality Srmeltha  ‘Srvive 
Quickly, Easily Mode um Cleaner 


Washing Machine & Vacu 
Parts & Supplies for all Makes 
Save Place one order Increase 
any One Transportation Cost ~- Profits 


Dependable come S! Supply 
Write Ww FREB Catalog 


The c. Ww. - SM ITH co. 
3959 West Ogden A Chicago 23, Iti. 








Our 462-page 
Catalog of FREE 


Washing Machine & Vacuum Cleaner Parts. 
Save money by ordering all your supplies 
from one dependable source. 

Quality, Service, Low Prices 
MIDWEST APPLIANCE PARTS CO. 
3645-51 W. Fullerton Ave. Chicago, 47, Mlinois 





LOVELL WRINGER ROLLS 
IRONER PADS AND COVERS 
ALL SIZES FOR ALL MAKES 
WAGES ea PARTS 

Horton - Speed Queen - 1900 - Thor Etc. 


OHIO WASHER COMPANY 








1223 Superior Cleveland 14, Ohile 





WASHING MACHINE PARTS 


“For any and all makes” 


Most complete stock in N. W. 
Prompt Service 


Minnesota Appliance Parts Co. 


191 W. 7th St. St. Paul 2, Minn. 





100,000 Washer Parts in Stock 


Get your name on our list for the free servi 
ny | Hints on sales yt —— ee nd for gen 


POWER EQUIPMENT CO. 


WHOLESALE DISTRIBUTORS 








2373 S. KINNICKINNIC AVE 


MILWAUKEE 7, WIS 





This 
MERCHANDISING 
SUPPLEMENT 


Section 


is an adjunct to other advertising 
in this issue with these additional 
announcements of products and 
services of special interest in the 
sale and servicing of electrical ap- 
pliances and in other merchandis- 
ing opportunities. 


ELECTRICAL 
MERCHANDISING 














UNDISPLAYED: 
RATES: lines. 
average words as a 


rate, payable in advance. 


$1.20 ao line, 
To figure canes payment count $ 


minimum 
York, Chicago or San 
as one additional line, 


INDIVIDUAL EMPLOYMENT WANTED un- 
displayed advertising rate is one-half of above 


for 





DISCOUNT of 10% if hang payment is made in 


SEARCHLIGHT SECTION 


BOX NUMBERS—Care of yoy New 
Francisco Offices count 


DISPLAYED: 


tisements. 


basis. Contract rates quoted on request. 


INDIVIDUAL SPACES with 
border rules for prominent display of adver- 


The advertising rate is $10.25 per inch for all 
advertising appearing on other than a contract 


AN ADVERTISING INCH is measured %” 
sertically on a column—4 columns—48 inches 
to a page. Copy for new advertisements re- 
ceived by August 12th will appear in September 
issue, subject to space limitations. 














MIRROR SWITCH PLATES 


Established manufacturer wants manu- 
facturers representatives with excellent 
con Electrical Appliance 
wholesalers outside of New York City. 


KW-9407, Electrical Merchandising 











330 West 42nd St., New York 18, N. ¥. 











REPLIES ( Bow No.): 
NEW YORK: 880 W. 42nd 8t. (18) 
CHICAGO: &20 N. Michigan Ave. 
BAN FRANCISCO: 


Address to office nearest you 


(11) 
68 Post St. (4) 








SELLING OPPORTUNITY OFFERED 








1LD ESTABLISHED manufacturer, seeking | 


reliable representatives, on ex« lusive basis, 
to carry well known AGA approved gas con- 
ersion burner Must have following with 
As pi ance and Heating Jobbers and Dealers. 
Write, stating lines carried, territory covered 
and references to, Murphy Machine & Tool 
Co., Inc., Heating Division, 128 East Main St., 
Louisville, Kentucky. 


POSITION WAN TED 











CAPABLE EXECUTIVE Assistance, — Sales, 

Promotion, Service. Broad experience—23 
years—Metal Products and Appliances. 14 
years as executive. Organized, distributed 
original product, new market. Helped modern- 
ize an industry's merchandising. Boosted 
sales 300% in 6 years. Helped organize, di- 
rected service group 60 men. Well-liked, 
respected administrator. Analytical. Hard 
worker. Capable, sound, responsible. Record 
open. Salary open. Up-state New York pre- 
ferred—not required. Write PW 9491, Elec- 
trical Merchandising. 
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| & District of Columbia. 


WANTED 


FIELD APPLIANCE 
SALES EXECUTIVE 


Leader in major appliance field is seekin 
an experienced executive between 35 an 
45 years of age for sales management posi- 
tion in important district office. Knowledge 
of utility a department store operations 

ti to th gh back- 
ground of ‘eaten major appliances. Reply 
in confidence giving full details including 
salary expectations. 








P-9495, Electrical Merchandising 
520 N. Michigan Ave., Chicago 11, Ill. 








SALES ENGINEER 


Recent college graduate, preferably 
with Electrical Engineering background, 
for public utility sales and promotional 
work in Hudson Valley area. Must 
possess general qualifications suitable 
for contacts with customers and dealers. 
Good starting salary and opportunity 
for advancement. 


P.9430, Electrical Merchandising 
330 W. 42nd Street, New York 18, N. Y. 


HELP WANTED—MALE 
Retail Appliance Executive is offered an oppor- 
tunity to become part of a large 22 year old 
Appliance business with a minimum investment. 
Managerial ability plus broad experience in buying 
Ly promotion of first importance as owner wishes 
‘0 devote mere 2 his time to other interests. For 
Full Details W 
BO- 9385. te rectrical Merchandising 
520 N. Michigan Ave., Chicago 11, IIL 








FOR SALE 
RETAIL APPLIANCE STORE 


ly Million Dollar Volume 1948. First Lines 
Nationally Adve Only. 25,000 Down 
Terms For Balance. Quan Retiring From 
Business. Write For Details: 

BO-9386, Electrical Merchandising 
520 N. Michigan Ave., Chicago 11, TIL 





SELLING OPPORTUNITIES WANTED 











M F RS RE P. now selling, Jobbers, Chains, 
Syndicates, Dept. Stores, Met NY. ants 
volume line, references, RA 9462 Electrical 


Merchandising. 





MFG. AGENT, contacting dept. stores, dis- 

tributors and large wholesalers in West 
Virginia, Virginia, Kentucky, North Carolina 
Would like top lines 
of wire & wiring, devices, electric appliances, 
& houseware goods. Excellent warehouse 
facilities, if so desired. Financially respon- 
sible. Best of references. RA 9411 Electrical 
Merchandising. _ 


MISCELLANEOUS 


Collect those stubborn accounts 
with the Red Seal system. Pay no commis- 
sions. Same Red Seal form i5c¢ in coin or 
$2.75 for book of 30 postpaid. Red Seal Collec- 
tion Service, Box 6, Janesville, Wisconsin. 

















ATTENTION 
MANUFACTURERS 


Two men who know metropolitan New 
York and New Jersey electrical and appli- 
ance dealers and distributors intimately, 
and who for the past five years have suc- 
cessfully promoted and sold a top line 
major appliance want to represent manu- 
facturers of major and traffic appliances. 
Highest references furnished. 


RA-9475, Electrical Merchandising 
330 W. 42nd Street, New York 18, N. Y. 


$$ SEWING MACHINES $$ 

Convert old machines into Electrics. 
Profitable and — with our KITS and 
Instructions. Machine Dealers 
wanted. For oalames Sewing Machine 
information Write Dept. EM 


RAY’S DISTRIBUTORS 
RAY Bldg. RAY St. Mishawaka, INDIANA 











Don't forget the 
BOX NUMBER 


When answering the classified advertise- 
ments in this magazine. don't forget to 
put the box number on your envelope. It’s 
our only means of identifying the adver- 
tisement you are answering. 











AUGUST, 
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j j Bi / 
Write for either or both ompenttou CATER: 
INDEX TO ADVERTISERS 
of these beautiful AUGUST, 1949 THE NEW, FEATURE-PACKED [U/L MHL 
} ’ 
| AUTOMATIC ELECTRIC 
(Continued from page 147) WATER HEATER 
Perfection Stove Co.. ~ 
Perfex Corp. ..... - 102 © Actual 55-gal. and 82-gal. sizes 
Philco Corp. ........ .. 95 @ New “black heat” band type sur- 
Porter Corp., The J. E 149 face heating elements provide usable 
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EDITORIAL 


Speaking of Paradoxes 


°° A PARADOX? A paradox—a most ingenious paradox” go the Gilbert & Sullivan lines, and they seem 
singularly appropriate in light of recent developments in our industry. The paradox here is that, in 
the face of declining volume, the consuming public has vigorously re-affirmed the obvious fact that they not only 
have plenty of money, but intend to go right on buying our goods. And if that is true, as Business Week very 
properly points out, then it is very probable that the current shakedown in business will be only a readjustment 
and not the beginning of a depression. 

This new evidence of the fundamental stamina of the appliance and radio business is contained in the 
fourth annual survey of consumer finances and buying intentions, released last month by the Federal Reserve 
Board. It should stimulate a ruddy glow of optimism among those pallid prophets who have pictured the typi- 
cal consumer as broke, potentially unemployed, saturated with goods and headed for the poorhouse. 

As in the past three years when the FRB survey proved out with a remarkable degree of accuracy (in 
fact, actual purchases exceeded announced buying intentions), the 1949 check was based on 3,500 personal 
interviews with a hand-picked sample of the country’s 50 million families, or spending units. About half the 
spending units made more money in 1948 than in 1947. Nearly half thought their 1949 incomes would be just 
as great, while 27 percent thought they would be even larger; only 17 percent looked for a cut in the paycheck. 
About seven out of ten spending units still had impressive hunks of liquid assets—bank accounts and govern- 
ment bonds—stashed away for a rainy day. As for their buying intentions, consumers indicated that 1949 would 
see them acquiring more automobiles, medium-priced houses, and television sets than they did in 1948—a 
record year by any standard. They will buy fewer refrigerators and washers than they planned at the begin- 
ning of 1948, the survey reported, but the indicated decline in demand for these other major appliances was 
slight. To quote a significant sentence from the FRB report: “There was evidence of a strong underlying 
consumer demand for these major goods which might make itself felt if the goods were available at prices 
and qualities considered attractive.” We might add to that, “and if appliance dealers bring these qualities to 
the attention of the consumer.” 


A’ now we come to the nub of our particular paradox. If it is true that in early 1949 consumers announced 
that they wanted our goods and had the cash to pay for them, why should business currently be off 
anywhere from 25 to 40 percent from 1948 levels? The answer would obviously appear to lie in the price 
situation. Whereas in early 1948 half the consumers expected still higher prices during that year, the break 
in food and commodity prices in the final quarter of 48 brought an abrupt reversal in price psychology. “At 
the beginning of 1949,” the FRB report says, “people were more convinced than at any previous time that 
prices had reached their peak. Only 8 percent of consumers looked for further price increases while 55 per- 
cent expected prices would be lower during 1949.” Yet a great majority did not look for any drastic declines 
in general price levels ; they expected a moderate scaling down from the peaks. They must have been astonished 
at the accelerating rate of decline registered in the first half of the year. And herein lies our dilemma and the 
answer to our paradox. 

The major appliance and radio industries have cut prices from the manufacturing level on down through 
all distribution levels. Other industries, notably the soft-goods, have been in a process of readjustment from 
their inflationary levels for over two years; the appliance and radio industries have achieved a swift levelling 
off in a little over six months. But those six months have been the first half of 1949 and the consuming public, 
literally with cash in hand and a healthy yen for our goods, has been sitting complacently on the sidelines 
watching the drastic price catharsis we are undergoing. Certainly, in some lines like television, where con- 
sumers promised to double or treble their 1948 purchases, there would seem little sense in the hysterical price- 
slashing orgy which has affected all major metropolitan markets. The net result might well be a shaken con- 
fidence on the part of the public in the whole price structure. 


B" the important thing to bear in mind is the fact that the basic need and demand for all the products 
we sell is undiminished ; the capacity of the consumer to pay for them has not declined; only the intro- 
duction of an element of stability to the price structure is required. That, together with the kind of intelligent, 
persuasive specialty selling for which we have long been famous should result in a continuing high level of 


business for years to come. 
Buren Ce Cure|, eer 


Maybe we haven’t a paradox, after all. . . 
EpIToR 
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HOW TO TELL ONE GOOD STORY Here are two sales stories about Lovell performance and quality that 


will help win over even your most critical prospects. Tell “em the 


AFTER ANOTHER... one about what Lovell wringers do that others don’t. Then if you 


have to top your first story, tell “em about Lovell’s long list of 
to sell more washers with Lovell wringers quality construction features! 








| |. DOES WHAT NO OTHER WRINGER CAN 00 
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- PULL AND IT STOPS! Rolls stop Ke. , . : ee 
=) instantly at a slight instinctive i. GENTLE! Cushion rolls can’t jam 


pull on the new Lovell “77”. yt zippers or break buttons. 


to next operating second can be in the tub. 


oO PUSH AND IT SWINGS! Gentle = WN FAST! Clothes co through a Lovell 
push on the frame swings the — LEY) fast. While first load is rinsing, 
a" Lovell “77” a, 


position, 
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He GETS CLOTHES CLEANER! Pre: aig DOES HEAVY LIFTING! Lovell’: 


sure-cleansing gets “em whiter. ; 
Micr h ‘ a! Bl se 7 os conveyor action does 90°, of the 
pt cropnhotlos prove ° = ~ ae 

$23 I I Gy heavy lifting. 
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POWER ELECTRIC ROLLS! Three BALANCED PRESSURE! Strong, 


laminations of natural rubber t single leaf spring distributes 
give Lovell rolls the right ry pressure evenly. Pressure screw 
cleansing power. Can't come adjustable for cottons, linens, 


loose from super-tough shafts. woolens. 
Shaft-ends are blued-steel. 








HARDWOOD BEARINGS! Don't \ ALL-STEEL FRAME! Can't twist, 
need lubrication. Can't rust, , eantt ieesk . . thanks to 
ean t stain clothes! Last longer Wi H-type steel construction. 


than other bearings in the 
presence of water. 





| PRESSURE 
CLEANSING 
WRINGER 


Lovell Mfg. Co. + Erie, Pa. 








RINGER-TYPE WASHERS ARE YOUR BREAD AND BUTTER 
THE BEST ARE LOVELL-EQUIPPED 


ON OED EE te ons Cigar tai, 





“It’s been on the level” 






**Seems to me, this is a good time for a dealer to do some sound thinking 
and add up what he’s got in the way of business assets. 

\s [ consider the changing complexion of today’s market conditions, 
compared to the sellers’ market that we've enjoyed for the past few 
years, | am thankful that | have Kelvinator! 

Frankly, when Kelvinator introduced its retail-minded program years 
avo. L was a little skeptical. For in its dealer franchise, Kelvinator pledged 
such things as an saaaaite market for every dealer . . . ever-new engi- 
neering improvements . . . retail-minded advertising . . . things that spell 
lots of sales, a chance to make a dollar, and real security for us dealers 
in a buvers’ market. 

“Maybe, in the past few years, | haven't looked as closely as I should 
have at what those things could mean to me. When the customer was 
saying, ‘Just give me anything so long as it will keep foods cold’... all I 
worried about was ‘more merchandise.’ 


“But today | am looking closely at what [ve got in my franchises. . . 


GET MORE > * 


-THE MOST VALUABLE 


and | know that through the years Kelvinator has kept its franchise § 
promises. 

“Take Kelvinator’s policy of fewer and better dealers .. . with an 

‘adequate market for every dealer.’ Today I am getting a renewed 

appreciation of what that means to me. Being one of a ‘few’ in- 

stead of a ‘multitude’ looks a lot more important than it did a 

year ago when buyers were plentiful. I don’t have to worry about 

too many other dealers in my town competing against me for 

Kelvinator business. 

“Yes, Kelvinator has kept its promise of ‘an adequate market for every 
dealer.’ And it is playing square with dealers in all other matters ... 
on advertising, on its VIS training program, on its ever-new engineering 
improvements. Boy! Being first with those full-length door ‘cold clear to 
the floor’ Kelvinators has sure meant money in my pocket! 

“The point ’'m making is that all these things square with the pledge of | 
my Kelvinator Franc hise. It’s been on the leve I! And as the days pass. it 
grows in stature and value! [ wouldn't part with it for all the tea in ¢ ‘hina!” 


clhuanatovr 


FRANCHISE IN THE APPLIANCE INDUSTRY 


DETROIT, MICHIGA 





